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THE REPUBLIC, lv ant Ween. 

; is one of the only ; 
three daily papers in St. Louis, Mo., to whicha ; 
guaranteed circulation will be accorded in the new 





edition of the ‘‘ American Newspaper Directory ”’ 
for 1894, which will appear May rst. 3 

The correctness of the rating is guaranteed by 3 
a $100 forfeit, offered by the publishers of the ; 
Directory to any person who will show that the 
circulation of the paper is not correctly stated. 

The circulation is larger than any other morn- ; 
ing paper in the place is credited with. The cir- 
culation accorded the Weekly is also larger than ;‘ 4 
any other paper in Missouri. 




















Net figures for 365 days will be mailed to any 
address on application. 


THE REPUBLIC, 
EASTERN OFFICE: ST. LOUIS, MQ, 


146 TIMES BuiLDING, NEw YorK. 
WALLACE G. BROOKE, MANAGER, 
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TRUST 


The editor of the country 
paper knows all his sub- 
scribers. Their fathers 
wereschoolhoys together. 
The reader of the country 
paper believes what’s in 
it, advertising and_ all. 
All of the papers of the 
Atlantic Coast Lists are 
country papers, and your 
advertisement goes down 
into the inside lining of 
the country pocket-book. 


1400 papers. 





One electrotype will do the business. 


134 Leonard St., New York. 
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THE DISTRIBUTION OF ADVER- 
TISING MATTER THROUGH AN 
ORGANIZED SYSTEM. 


By C. E. Bailey. 
(General Manager of the American Co-Opera- 
tive Advertising Co., of New York City.) 
‘* Office Boy,” in his ‘‘ maddening 
chase” for the silver spoon, offered as 
a premium by PRINTERS’ INK for 
the largest collection of circulars, tells 
its readers in the issue of Feb. 21st 
what he found of that description in 
his ‘* bosses’’’ waste basket, and enu- 
merates specifically . 
those found bear- 
ing this company’s 
name, sent in from 


various parts of this 
‘*mundane sphere” 


by its members, 
who, in the role 
of circular distribu- 
tors, are ever on the 
** hustle” for busi- 
ness in their line. 
Some 1,200 of the 
most prominent ad- 
vertisers in the 
United States, who 
are in daily com- 
munication with 
them, will bear tes- 
timony to this fact, 
and they, as well as 
all advertisers who 
are alert for new 
methods, ideas and 
ways and means of 
getting doth hands 
on the pudlic’s pulse, will be inter- 
ested in some of the methods involved 
in the solving of that. problem by us 
through our active little army, whose 
fields of labor are of sufficiently wide 
a scope to be in direct contact with 
the sun’s rays twenty-four hours in the 
day. Theorganization of thiscompany 
was the result of the writer's efforts to 
make a success of advertising, through 
the medium of distribution of advertis- 


Max. C. E. Baney. 


ing matter by special messenger service. 
Advertisers who had tried this plan 
conceded that the general theory in- 
volved in this manner of reaching the 
people was all right, but their inability 
to prevent their matter from having 
swift disposition made of it, by being 
dumped into the first convenient recep- 
tacle, ‘‘ which would not yield up its 
dead,” had brought this method of ad- 
vertising into disrepute. 

A careful survey of the situation re- 
sulted in our putting into execution a 
plan which was evolved for the pur- 
pose of systematiz- 
ing this particular 
line of advertising 
by adding some 
original features to 
it, and ‘‘ rounding 
off its projecting 
corners,” we hoped 
in time to reverse 
the order of things, 
and get from it 
more results and 
less experience. 
With this view, we 
started to ‘*‘ move 
our mountain” in 
about the following 
manner: Advertise- 
ments were insert- 
ed in all the best 
mediums in the 
country, made up 
of monthly, weekly 
and daily papers, 
calling for reliable 
men to distribute 
advertising matter from house to house, 
which brought us in over 80,000 re- 
sponses from every part of the civilized 
world, as well as from iocalities we could 
not find on the map. From this bewil- 
dering collection, representing every 
stage of handwriting, spelling, and mis- 
cellaneous juggling of languages and 
grammar, were selected those whose 
“* general contour” seemed most favor- 
able for our purpose, and a blank was 
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mailed them with instructions to fill it 
outand return tous, This blank wasa 
brief story of their life, showing nation- 
ality of the writer, his age, occupation, 
married or single, and also contained 
ample room for references (of which at 
least two prominent business men were 
required). If the above information 
was given to our satisfaction, the appli- 
cant was admitted to our membership 
list, and we prepared him to ‘‘do 
battle” in his new role, by first in- 
structing him as to the requirements 
of making his new undertaking a suc- 
cess. All the essential points of the 
business were set forth in a little man- 
ual of instructions which was sent gra- 
tuitously, also a ‘‘ directory,” and from 
500 to 1,000 of Gur circulars, bearing 
his name and address (for which a 
small amount was charged). 

The directory contained a carefully 
compiled list of advertisers whom we 
regarded as possible patrons of this 
system of advertising. Our members 
were instructed to mail their circulars 
to the advertisers enumerated in the 
directory, soliciting their patronage, 
and in taking this step we had two ob- 
jects in view ; first, to interest advertis- 
ers in our fields of labor by the daily 
reminders which every mail would 
bring them of our work and the extent 
of territory we covered ; secondly, to 
secure for our members sufficient busi- 
ness through their direct solicitation to 
keep them in line, which, with the busi- 
ness that we would send them direct, 
would justify a thoroughly good man 
in giving the business his undivided 
attention. Until we were in position 
to offer advertisers as wide and as di- 
versified a field in placing their adver- 
tising matter as the mails opened to 
them, we felt that it was not policy to 
make any attempts in soliciting busi- 
ness, to be placed by us through our 
members. We waited until our member- 
ship was large enough to justify syste- 
matic action on our part. In two 
years we had succeeded in establishing 
representatives in every part of the 
country, enabling us to reach every 
post-office of any importance, no mat- 
ter how remote, and we then com- 
menced, some six months ago, contract- 
ing with advertisers to distribute their 
advertising matter on a basis of which 
we here make a brief synopsis. We 
now make a uniform rate for distribu- 
tion of matter, which holds good re- 
gardless of distance or the territory in 
which the matter is to be distributed, 


basing our charges upon the size of 
matter handled, mode of distribution 


‘required, and the amount to be distrib- 


uted. The advertiser designates the 
States in which he desires his matter 
placed, and we do the rest on a plan of 
procedure as follows: We make up a 
list of towns in which we intend plac- 
ing the matter, together with the popu- 
lation of same (of which we have a 
complete record), apportioning 100 
pieces of matter to every 500 of pop- 
ulation. The matter to be distributed 
is shipped by us, charges prepaid, 
either by freight or express. Reports 
of these shipments are made to the ay 
vertiser daily, with full details, whic 

enable him to check results from the 
territory in which the matter is placed. 
Our member is advised of the ship- 
ment, and a letter of instructions is 
mailed him, which thoroughly covers 
all the points he is to observe in dis- 
tributing. We tell him exactly the 
class of people that the advertiser de- 
sires to reach, and make every sugges- 
tion which will tend to add to the ef- 
ficiency of his work. We also remit 
him our check in advance for the full 
payment, from which is deducted a 
small commission for our remuneration. 
The member, on completion of his 
work, fills a blank form which we have 
prepared, giving briefly the names of 
towns in which the matter was distrib- 
uted, with population of each desig- 
nated, date of distribution, manner in 
which the matter was distributed, also 
the class of people reached, amount 
paid by us for distribution, and also 
the names and addresses of at least 
two business firms given by the mem- 
ber as references. This ‘* certificate” 
we turn over to the advertiser in settle- 
ment of our services. It affords the 
advertiser positive channels for infor- 
mation regarding the disposition of his 
matter, as well as the general character 
of our members intrusted with the dis- 
tribution. We have not succeeded yet 
in eliminating all friction from our 
business, We find ourselves frequent- 
ly confronted by new problems, but we 
are working out their successful solu- 
tion, and the advertisers who were bold 
enough in the inception of our career 
to start in with us in our experimental 
stages are ‘‘ sticking right to us,” with 
a patronage of liberal proportions, and 
their success is not lost upon others 
with whom we are opening new ac- 
counts. Ina general way, we feel that 
the future is more or less illuminated 




















with bright colors for us. Circular 
distribution, like newspaper advertis- 
ing, pays if done judiciously, and has 
advantages which will ever make it a 
valuable auxiliary when properly em- 
ployed. We attribute much of our 
success to the fact of our ability to 
combine the patronage of advertisers 
in our hands. By giving each man his 
share of all this business, we have suffi- 
cient volume, which, condensed into 
dollars, offers an incentive for good 
work on his part, which, if not given, 
is sure to result in his replacement by 
some one of the many whose applica- 
tions for membership in our company 
now crowd our files. The cost of dis- 
tributing a pamphlet throughout the 
United States averages $3 per 1,000, 
and the economy of this method, added 
to the fact that we reach nearly every 
post-office in this country and Canada, 
offers facilities to the advertiser for 
reaching the people, almost equal to 
the mails, at one-fifth the expense. 
We have members in Australia, South 
Ameriea, Bombay, ‘India, all the prin- 
cipal European countries, who keep us 
advised as to the advantages and pos- 
sibilities afforded the advertiser; and 


. the advertiser who feels that the earth ° 


is a natural inheritance to make a living 
in, can, through us, come pretty near- 
ly covering it with the details of 
business, providing his printer is 
equal to the emergency of supplying 
the different languages required to 
coax the Chilian dollars into his coffers, 
or start the silver rupees in his direction 
from the far away East. 





A BUREAU OF INFORMATION 
ABOUT ADVERTISERS. 


Inquiries are constantly being made 
of PRINTERS’ INK, by publishers who 
desire to be informed concerning the 
financial standing of advertisers and 
advertising agencies: and requests fre- 
quently come in for lists of names of 
advertisers to be used for circularizing 
purposes. While PRINTERS’ INK is 
always willing to give such information 
to its readers as comes within its regu- 
lar line, it does not pose as a reporting 
agency nor have any desire to do the 
work of one. This sort of service is 
quite well performed by an institution 
established for the purpose : The Pub- 
lishers’ Commercial Union, having an 
office in the New York World Build- 
ing. The Publishers’ Commercial 
Union was organized in 1880, and has 
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worked steadily and apparently with a 
good deal of system. Its subscribers 
or members now comprise a large 
number of newspapers. The price ofa 
membership is only $15 a year, and its 
printed list of advertisers with commer- 
cial ratings is worth much more than 
that sum. Publishers need protection, 
and the honest advertiser has also a 
right to claim it. The advertiser who 
pays his bills is not being treated 
fairly if his advertisement is inserted in 
a paper, together with that of a compet- 
itor who does not pay, and there are 
many of the latter, The Publishers’ 





Mr. M. C. Mevers, 
Manager Publishers’ Commercial Union. 


Commercial Union attempts to watch 
the advertising field in the interest of 
the newspapers ; and a delinquency on 
the part of an advertiser is bulletined 
to its members. A report isalso given 
upon each new concern as it springs 
up. It attempts to have a representa- 
tive in every city of importance, and to 
maintain communication with every 
hamlet of the United States and Can- 
ada, so that if the rating of a would-be 
advertiser is not found in their book, 
or if any specific information is wanted, 
a special report can be obtained. In 
their latest annual volume, recently is- 
sued, there are given some 20,000 
names of those who have some claim 
to be classed as general advertisers. 
These are classified by towns and cities, 
together with the business of each and 
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his financial rating. By the aid of this 
information, the publisher who is a 
subscriber to the Publishers’ Commer- 
cial Union may judge what a proposi- 
tion is worth that hascome to him from 
a party previously unknown. As a 
good many changes occur during the 
year, a quarterly supplement is pub- 
lished in connection with the annual 
volume, also a weekly paper called the 
Commercial Union, devoted to adver- 
tising news, giving ratings of new ad- 
vertisers, failures, assignments, judg- 
ments, etc., and ‘‘ tips” as to business 
going out. ‘The service consists of 
the bound volume of ratings, the quar- 
terly supplements, the weekly papers 
and special reports, and the member- 
ship fee for all this is $15 a year. In 
addition to this the P. C. U. collects 
bills for its members, and asserts that 
many an advertiser, though unwilling 
to pay, thinks that he can hardly af- 
ford to be shown up, and on that 
account pays promptly to the compa- 
ny’s agent on presentation of the bill. 
The Publishers’ Commercial Union 
numbers among its subscribers most of 
the advertising agencies and a large 
number of special agents. This men- 


tion is given for the purpose of direct- 
ing inquiries from publishers and oth- 


ers into their proper channel. Such a 
channel PRINTERS’ INK is not—not 
being a journal for publishers, but for 
advertisers. 


Advertising for Retailers. 
By Charles Austin Bates. 
ADVERTISING PIANOS. 


I have received from Ludden & 
Bates (‘‘The Southern Music House”), 
of New Orleans, several samples of 
their ads. I do not know whether 
these ads nave been effective or not. I 
should be very much surprised to learn 
that they had. They could possibly 
have been made worse, but on the 
spur of the moment I do not think of 
any way in which it could have been 
done. 

There is probably no line of busi- 
ness in the advertising of which less 
enterprise is shown than that of retail- 
ing pianos and other musical instru- 
ments. A great many piano houses 
throughout the country use the same 
ad 365 days in the year. The only 
reason it is not used 400 days is be- 
cause there are not that many days. 
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The trouble with most of the ads is 
that they are vague ; they give no def- 
inite information about the goods. 
They all claim the same thing. No 
matter what piano is handled, it is al- 
ways the best in the world, it always 
has the richest tones, the finest singing 
quality, the smoothest touch and the 
most precise and responsive action. It 
does not make any difference whether 
the piano is sold for $1,000 or for 
$200, the qualities claimed are exactly 
the same. ; 

While it is true that there are only a 
few things to talk about in advertising 
a piano, these things can be handled in 
a different way each time and looked at 
from a different standpoint. There is 
always some new way to say a thing. 
A salesman never approaches two cus- 
tomers with the same words, and all 
readers of advertisements are possible 
customers, The advertising of pianos 
presents the greatest of opportunities. 
There is more to be said about the de- 
sirability of having a piano in the 
house than there is*to say for almost 
anything else. You appeal to the 
higher instincts. You are on the side 
of culture and art and refinement. 
Everybody should own a piano ; you 
believe that, don’t you? Say it in 
your ads. Then follow with all the 
good features and advantages of own- 
ing a piano. Be earnest, pleasant, 
and convincing. When you have 
shown how necessary music is in the 
home, when you have persuaded the 
mother and father that parental duty is 
to have a piano for the children, the 
sale is half made. Then tell how easy 
it is to get a good instrument, $10 or 
$20a month, may be; and lastly tell 
how good your particular piano is and 
why. The ground to take is that 
pianos, like Kentucky whiskey, are all 
good, but that some are better than 
others. Find some plausible reason 
why people should buy the piano you 
handle. 

I do not think it is necessary to use 
much space for piano advertising, and 
it certainly is not advisable to make 
the space too small. I should think 
that four to five inch single column 
should be the smallest, and about 
double that space the largest, except 
on special occasions, in the height of 
the piano season, when a larger space 
can be used to advantage. I believe, 
however, that it is the moderate-sized 
space, well taken care of, and changed 
frequently, with good, interesting, 
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logical matter, that brings the best 
resuits. 

To supplement the newspaper ad- 
vertising every piano house ought to 
have a small book about their business, 
about the business as a whole and 
about each particular feature of it, 
bringing out all the strongest points at 
greater length than would be possible 
in a newspaper. ‘The catalogues fur- 
nisned by the various makers are, asa 
rule, too technical in their language ; 
they are gotten up for the maker and 
the dealer. A book which the dealer 
prints should be merely an elongated 
newspaper ad, a straight talk with the 
possible purchaser, and an endeavor to 
answer his questions before they are 
asked. 

There are some things which are 
equally true about the advertising of 
any business. One of them is that the 
first object to be gained by an ad is to 
create a desire for the general class of 
goods advertised, and, second, to turn 
that desire in the direction of the par- 
ticular thing or things you handle. 
Here is an ad modeled on that plan 
from a suggestion of mine, which I 
know to have had the desired effect:— 








- Attractive. 


The mellow tones of a good piano or ¥ 
organ will refresh and rest the parents, 
amuse the children and keep them at ; 
home. Do you want one? You say: 
“ Yes, but§can't afford it.” Send us 
your name and may be we can show you 
how you ca afford it, and a good one, 3 
too. Such as a Hardman or Harring- 
ton piano; a Story & Clark or Masvun ; 
& Hamlin organ. q 

Our catalogues of Banjos, Violins # 
and other smal! instruments, showing *% 
reduced prices, will be sent on request. 3 


CURTIS & 
FRENCH. : 
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RED BANK, N. J. 











This ad was followed up by send- 
ing a circular in response to inquiries 
received, and resulted in at least one 
direct sale. 

FROM BIRMINGHAM. 

Louis Saks, of Birmingham, Ala., 
has an advertisement of his clothing 
business in a local paper, which is got- 
ten up in the form of a checker board, 
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the white squares being filled in with 
the various bargains he offers. While 
I do not, as a rule, believe in straining 
after a novelty in newspaper advertis- 
ing, it is occasionally a good thing. It 
strikes me that this ad is a particularly 
good one. It immediately suggests 
the idea of a game of checkers, and 
the impulse is to spread the ad out, 
improvise checkers, and go ahead with 
the fight for the ‘‘king row.” The 
only trouble with Mr. Saks’ ad is that 
it has not squares enough on it to 
make a correct checker board. 
* * 
* 

Another ad from the same city is 
that of a grocer, who begins with the 
startling head-lines, ‘‘Robbed in open 
daylight,” *‘A lady living on Eighth 
avenue relieved of fifteen cents by a 
thug, who made her pay seventy-five 
cents for five gallons of gasolene—it 
should have been sixty cents.” Follow- 
ing this isa list of fifteen or twenty 
items of groceries at cut prices. ‘The 
ad is one which is well calculated to 
sell goods. 


WALL PAPER AND BOOKS. 
Mr. W. D. White, who writes the 


x ads for The Brown, Eager & Hull 


Co., of Toledo, sends me several of 
his advertisements on books and wall 
paper for criticism. There is very 
little advertising that is perfect, so that 
when I say that these are faulty it may 
not be saying very much against them. 
The trouble with them is that they do 
not go straight enough to the mark. 
They make statements without proving 
them—without giving any good reason 


% for their being. There is very little 


news in them, they simply go ahead 
and say the same thing over and over 
without telling anything new or con- 


- vincing. 


Wall paper ought to be a good sub- 
ject to write about. Every season 
there are new things, and always there 
are some special designs or combina- 
tions to be described. I should think 
that the sample books of the various 
makers would furnish enough new 
ideas to admit of a fresh ad every day 
during the wall paper season. I be- 
lieve in ads that teil something—that 
give some clear and definite informa- 
tion. It may be about the newest 
thing in wail paper, or about the way 
wall paper is made, or it may suggest 
a particular pattern for a particular 
room, For instance, there are some 
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patterns in paper that sell at 10 cents 
a roll, which would really make a pret- 
_tier room if combined with the proper 
border and ceiling paper than a great 
many designs in higher priced goods. 
This would make a good subject for 
one ad. 

There are interesting facts about 
every business — facts that people 
would like to know—that would make 
them better buyers as to both quantity 
and quality. ‘he man in any line of 
goods, who knows the business, will 
be satisfied with nothing less than the 
best in his own house. It is safe to 
say that the more a man knows about 
books and paper and binding, the more 
likely he is to desire and to possess the 
edition de /uxe—the books with wide 
margins and uncut edges, with gilt 
top and ‘‘crushed Levant” binding. 
The more he knows about books the 
more critical he becomes and the more 
books he buys. It is the same way in 
every line. ‘The more intelligent peo- 
ple become about any given class of 
goods, the more they will lean towards 
the higher grades and the more of that 
kind of thing they will buy. This is 
one of the best things in the world for 
the advertiser to remember and to fol- 
low out in his ads, 

In the line of books, as well as in 
that of wall paper, there ought to be 
some one special thing talked about. 
Mr. White’s ads, at least those that 
he has sent me, are general in their 
character. A great deal better way 
would be to take a single subject—a 
single class of books, or set, or single 
book—and give the whole strength of 
the ad for one day to that. The next 
day take something else, and the next 
and the next. 

If there is any business in the world 
that offers a magnificent field for the 
advertisement writer, it is the book 
business, and strange as it may seem, 
it is one of the most poorly advertised 
-businesses there is. Mr. White’s ads 
are really very much better than the 
average. They read smoothly, and 
the display is not at all bad. He will 
write better ads if he will put a great 
deal more thought into his work, think 
of itin a business way, and ¢// his 
readers something, forcibly and — 
from the shoulder, as if he meant it, 
as if he were talking to them and ex- 

pected to sell them some goods. 


——_—_ +o — -. 
To keep abreast of the times you 
must use PRINTERS’ INK. 
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STOLE HIS THUNDER. 


Editor of Printers’ Ink: 

Apropos of your article about ‘‘Who Is 
the Man?” would say it’s not safe. A friend 
of mine put these words in the same way al 
over a town: “ Look out for the sgh of 
May.” Every curb, and post, and door ste 
had it for weeks. Well,a bright idea struc 
another fellow, and the isth day of May this 
was put all over town: “* k out for the 
17th day of May, for on that day we will 
aoe the finest line of cloths and clothing 
ever shown in Hampden Co.” The fellow who 
started the dodger was mad clear through. 
See !! A SusscriBer. 

++ —____ 

A BARBER on Park street advertises as 
follows: Physiognomical hair-dresser, facial 
operator, cranium manipulator and _ capillary 
abridger. Shaving and hair cutting ambi- 
dextrously done, Shampooing on physiolug- 
ical principles. New — of singeing 
artistically performed. Diminutive craniums 
a specialty.x—North Adams (Mass.) Sunday 
Democrat. 


Classified Advertisements. 
Advertisements under this head, two Maspormere, 


without display, 25 cents a line. Must 
handed in one week in advance. 








WANTS. 
PROCURE estimates of Dodd’s Agency, Boston. 


HE ST. NICHOLAS ~~ or wants your 
attention, and ceserves i 
I ba o to sell or get ae ° large country 
weekly. “44,” care al nk 
SED Columbian mps are bought 
by E. T. PARKER. Bethichem Pa. 
\ 7 ANT to buy daily news| Tidy Sart cit pot 10,000 
to 50,000. FRANKLIN. nters’ 
]? you wanta first-class mai man for bus. mgr. ai 
circulator address “ B.,” care Printers’ in 


WN a newspaper; plant unnecessary 
copies, $4.75. BROOKS, 215 William St., tk. A 


a 4 —— linen n snvelopes printed at $1. he, 8°. 


LLUSTR'D features for nev ma 
HARPER ILLUSTRATING Sv A nd ma ‘0. 


= wanted. Samplesand terms free. Send 
6c. postage. SWANK MFG. CO., Fremont, O. 


| age ye State Express Puzzle for advertisers. 
4 per M. Sample 10c. OUR 
HOME, Rose, N. 


Tes ons: for limited advertis- 
e, a few a ss tire pouty bi- 


8] 
cycles for ys. WORLD. ORLD, Helena, A 
oe GAL _— TALK ABOUT po ” By mail. 
cents; cloth, 75 cents. FRE 
MONT ’ PUBLISHING CO., Fremont, Ohio. 


66 MALL TALK ABOUT BUSINESS.” =, 
booklet tells about it—sent 

FREMONT’ PUBLISHING CO., Fremont, Oh gg 
M A. WEIGLE, 15 years 15 years with ad department 
¢ National Tribune, desires an engagement. 

If you want an all-around man write 1521 

Caroline 8t., N. W » Washington, DC. 

[PRE endias E. N. Y. dailies ongies me to help to 
enl meee eir drape eyes ists and advertis- 

, e patro 





me. 





d I'll tell you pew Ido 
LBER B. RING, §9 William t., N 
bor one who wantsa good writing- ntin 

can save time, money aud mega ee 
the best—a Remington. of course. 

, SEAMANS & BENEDICT, New York. 
Yous man of ability, experience and some 
tal wants management of trade 


journal: P with view to buyin pepe 
eterred. Address -“* "ABILITY, »” care Printe 


r 
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BysParEn men and advertisers use checks. 

not use a check punch! If you are 

UW) ite us for commission off “ The 

up td ” W.F. STARK & CO., 201 Center St., 
N.Y. Live agents wanted. 


Oe at ed there’s there’s anything ‘ou wantin 
ners drop us a line. ae Be 
yt ag for you to do b 
0 harmdone. HARPER 
ILLUSTRATING SYNDICATE, —e 0. 


EWSPAPERS, ete., dis- 
N* iributed im District. of of ‘Columb and ad- 
0) ning 


States ; signs nailed up; paint wall, bul- 
etin, tam and fence obvect ug signs j mailing 
= aay oe HERM TIN 

nm, D.C. 


| ge gee STATIONERY, a successful imita- 
“4 tion of lithography. will cost no more than 
a cheap article i 
T ots ee icant. we send You par yy 
ticulars? HARPER ILLUSTRATING SY. - 
CATE, Columbus. O. 


’ | ‘HOSE who issue catalogues will find our latest 
collection wot pues original and unique 
modern d mbossed covers, in from one 
to five colors each, worth aes weight in gold. The 
edition is limited, poms om PTELL _ for 20 cents in 
stamps GRIFFITH CADY Co., 
Holyoke, Mass. 
IFHOGRAD SY is is the 53 ayneng™s h 
We have a oe imitation by 
at a cost no a! than oo you ae 
for an in pio article. Let us sen 
lars. ILLUSTRATING rN ICATE, 
atmboe 0 oO 


Raa correspondents wanted at every 
county seat where we are not now repre- 
~ ag * —_ connected with local press prefer- 
a carers for 


Sen 
ide-a stlers need 
a lars. Only, TRADE e INDUSTRIAL 
Tae 918 F S8t., Washington, D. ‘ 


HAVE been 
writer and Look up my 
(Will send a 


copy.) Want position with large advertiser, pre- 
ferably for mail order business ; write attractive 
displays, readers, circulars and booklets; had 
poe wenn = roy le agg gen in ag ae! working 
a op pus references. 

ELMER DWIGGINS, 132 E. Vf. ttt St. Br Chicago, 
CORRESPONDENTS WANEED—-Drecyunave t ! 
— yourg newspa run across 
and news items “daily 4 that are ex- 

+t Ink’s: line 





ful apo ad- 





r regu 
earn how to lend ~ 4 2 aid toward maskin 
better. Address all communications to PRI t 
ERS’ INK, New York. 


DC peat PUBLISHERS who wish to in- 
crease t local advertising ought to pub- 
lish my “Short Talks on ‘Advertisi ng,’ a weekly 
R= agg service of from 300 to 500 wi oe yO 
hted. It educates the advertiser, makes 
a 8 pay better and males the ad solicitors’ work 
easier. Fifty progressive pease are now using 
it. It will pay for pop imesa year. Only 
fe p aoe in each town can have it. Write for 
and ome. & CHARLES AUSTIN BATES, 
Vanderbilt ldg., N. 


lies ADVERTISEMENT WRITERS — We want 
about four dozen advertisements written. 


usly are invited to send for a circular co: 
taining information upon which the matter to be 
prepared may be based. We want eacu adver- 
tisement to be calculated to occupy 


dollar each. This offer stands good till May Ist, 
and the best ad furnished shall then be pub- 
lished in PRINTERS’ INK, together with the name 
and address of the constructor of it and the rea- 
sons that influenced the decision that it was bet- 
ter than any other. ‘or further information 
address TH RIP. ANS CHEMICAL “o., No. 10 
Spruce St., New York. 
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ITUATION wanted by an adve m. 
S of large ex mtg Wee ge ractical 
ideas. Salary at not much of an object, asl 
am willing to have my abilities tested on an eco- 


a ae aie wing | can ma 


preferred. No objection to traveling. Address 
W. SCOTTFORD, care P. O. Box 606, Port- 
land, Oregon. 


—_<+o»—___—_—_ 
BILLPOSTING AND DISTRIBUTING. 


a JOHNSTON, otvertiing distributer. 
531 Franklin Ave., St. Louis, Mo. 


ete., ie ae. Ad- 


BS CHRD MR Bae 
HAs ND-BILLS, papers. etc.. di 


etc., poor Ad- 
r, Maine. 
C IRCULARS distributed. ack teste prompt, effi- 
J 2 rw oe covers 40 townsin Mass., N. 
THE CENTRAL N. E. ADVERTISING 

&d., Winchondo Mi Mass. 

JE prepared to close to close contracts with ad- 
W versions for the 4 of all kinds 
of advertising matter, in — and Terri- 
tory, also foreign countries. Four , oA. ex- 

ogee and reliable men at our command. 
results from investments. One 


jieces of matter placed monthly in the 
Adver- 


G CO., No. 447 Sixth Ave., New York City. 


ADDRESSES AND ADDRESSING. 
S'- NICHOLAS. 


OUTHERN List, 300.000 names, collected since 
\.) 92, $3 per M. "6,000 names of invalids, $* per 
M saa. AGENCY, Box 34, Charleston, 8. C. 


Cras letters, t typewritten, $1.25 per 100. 
Large orders ey executed. Envel- 
opes addressed ; resses furnished at low ~~ 4 
G. P. VAN WYE, Masonic lasonic Temple, Chicago. 
AY new beast come >again! $1. 1 $1 will buy 1 . of our 
dresses ; every State ; 
«9, $25. “No _ AA seekers.” Get the best. 
z M. BOWLES, J. P., Woodford City, Vt. 


1% BAave a list of 7,000 000 of the best people in rural 

ricts of South Caroli List has never 
come oc for cireularizin vill sell or rent, 
What's bid! Address “SOUTH CAROLINA,” 
care Printers’ Ink. 


PP EBSONs who have facilities for bringing ad- 

vertisers and consumers into contact through 
liste of names and addresses may announce them 
in 4 lines, 25 words or less, under t. once 
for one dollar. Cash with order. 


a ety COMMERCIAL UNION, 86 
World ,N. Y., Evening Post Bldg., Chi- 
cago. Ferutened lists of advertisers, with credit 
eamags, sad makes collections. Send for full 
particulars. Yearly service, $15.00. 


NAMES of over 1,500 well-to-do farmers, of 

A 00k Co. oe Tl ist is right up-to- 

eat a dead The people are 

all prosperous, able ond ¥ willing’ to buy Ayhat they 

wus ae pies of the list are for at $3 each. 
MITH, Fort Fairfield , Maine. 





ADVERTISING - NOVELTIFS. 
IN! ge rates invariable in ST. NICH- 
NK STAND ; silver-plated ; attractive ; suitable 
I for all trades. HD PH HELPS, Ansonia, Conn. 
N AZZAROTH—Beautiful calendar in colors. 
4.2 Send stamp. BIGGS, Box 645, Louisville, Ky. 
GEWING machines will boom your circulation 
ura On: ys rticulars and prices. FAVORITE 
abash Ave., Chicago, = 
eK peta kitchen utensil. ced every 
nN" Wit ith your are, ag etehod on 
cents ys in quantities. R. K. TELLER, Una- 
dilla, New York. 
os the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines, 25 words or 
less, will be inserted under this head once for 
one dollar 
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BOOKS. 


ANGER SIGNALS, a es ae Fong 
hints for general adve' by min 
mail, 50 cents. Address SRINTERS™ INK, 10 
Spruce St., New York. 

90 IDEAS on advertisement composition is 
Soneae aoe ae ox showing ninety different 
om | aows 4 Savertne- 
been be Gaayes. ve! nagers, 
— and aon should have a 
a | for 25 cents. Address THE 

ER CO., publishers, 216 Monroe 


ADVERTISEMENT CONSTRUCTORS. 
©. A. BATES. 
a NICHOLAS. 
caw. service at Dodd’s Agency, Boston. 
GEE Jones’ BOOK, mentioned below. 
Urs TO-DATE ads. . They'll 


PORT, N. Elm St., Westfield. 


C HARLES AUSTIN | BATES, New Yost. 620 Van- 
derbilt Blag. Ads, circulars, catalogues. 
Ba BOOK tells how he writes ads that will 
greatly increase your business, Free 
merthants. CHAS. F. JONES, 337 Fourth Av., 


J 
A LITTLE BOOK about your business—snappy 
and logical—in verse or rose, rose, with four 
illustratio: 10,000, $75 ; 5,000, ALTER W 
BRETT, 335 Cent tral Park’ West, &, York City. 
OES your advertising pay as it ought! Ican 
D ake it pay pocag 3 er by skillful liful preparation 


i. i Skkno, aus 80 om ‘ounoien St., Balti- 


pews you. DU- 
» Mass. 


00K of Ideas for Advertisers.” 50 illus- 


pages. 2% cents, post id. 
MALLETT: publisher, 78 Read 8 Reade St., i 


UITE a number of manu aiateion amen 
and pharmacists r found | ads and 


satisfactory i. to quote 
prices and send samples who are inter- 
ested. CHARLES USTIN BATES, 

Bidg., N. Y. 


Vanderbilt 
I GET up aseries of six ads for medical or other 
rin’ proofs and 
Not over 5 ~4 
lesif 


Rates ander iit 


e them 
CHARLES AUSTIN 
“Ads that se: 


OR one week longer — offer om retail ads for 


re 

po ta al My ads are liked use they are 

“aigerent from other people’s.” They, are —_ 
as convincing as they are attractive. Write m 

BERT M. MOSES, Lock Box 283, Brooklyn, New 


EMBER of of prominent law firm in New York 

toone of my clients concerning a 

booklet rt built as follows: “Have your 

‘tract’ clear through with interest. It ‘is as 

clever a dit of of advert as I have ever seen. 
LS hted or somebody 


at ones without cutting 
prices. Need me AKBORO, Box 63, Sta- 


tion W, Brooklya, N. Y. 
I DO all kinds of writing for business men. I 
full charec if in nga’ hands, if you like—I take 
Fag ay = Those who have em- 
pee me me, think we nk well of my work—it has paid 
lent of mine—a furniture dealer—recently 
Tred a manutacturer tome. When hecame 
my said: “Mr. tells me you are a business 
man—that’s what I want. I want you to helpme 
sell these goods. I not oe wane you to write 
about ody but to think about them and help 
with your advice as well as with the writing ” 
That man had the richt a rr AUSTIN 
BATES, a8, Vanderbilt Bidg., N 


& ing an 


PRINTERS’ INK. 


SPECIA!, WRITING. 
Oop ee p= O helps be an eoqrosier ofa 
ine Ber. HAMMOND, 1 Newport, R. 1. 
ws; ILL met three Tegular si 


bottles Persian 
rn Cure, best in the workd, for foilow- 
* Sample bottle re 
Corn Cure, free . M. COHN, 332 W. 
St., New York.” 
V eS AWAD yw 7B know ans he 
ie who pay for the: ear r 
year, a oveeties th hem and indinse of others to ad- 
vertise, are the — and Ptpermony who read = 
page. So me crank once started a 
without ed Lorials. “Where is 1 it now?t nd | 
Good editorials give character— oe them a 
a Boer is is — rudderless ship. The fashion 
changed. e *. essays of 
foarte ~~ bm not meet the progressive wants 
of these days. Solid people —— solid editorials, 
but they want them Fey tn and to the point. 
Evens of character nc —_ and they like 
see them eifale defended in their home 
he publisher who employs editorial 
pean ag ied is ay one who a 
s,and * m’t you forgetit.” It will pa 
ease those a have money and of their bi le 
pices buy of those who advertise in the papers of 
their choice and thus help business People who 
read the editorials are the shrewd thinking ones 
inevery om eaye Can I nop you withthem? 
Send for means my by ican, Democratic 
or raceaene ent “Ed. copy.” Others make it 
RY, large # and so can you. G. T. HAMMOND, 
ewport. 
+> 
ILLUSTRATORS AND ILLUSTRATIONS, 


S'- NICHOLAS. 


| ee magazine illustrations, H. SENIOR & CO. 
10 Spruce St., N. Y. 
ESIGNS, sketches and illustrated ads drawn. 
E. LUTZ, 165 West Ave., Buffalo, N. Y. 


+o 


PREMIUMS. 





- 66 Rox o’ Brownies” (rubber stasnps, retail 
25c.). EAGLE SUPPLY CO., New Haven,Ct. 
O's catalogue has the best premiums. HOME 
BOOK COMPANY, t42 Worth St., New Yor’. 
“EWING machines half price to publishers. 
Lists free. AM. MACHINE CO., Chicago, Ill 
.!T. NICHOLAS celebrates his twenty-first birth- 
day so successfully that the first edition of 
the November number 1s all sold. 
7 EWSPAPER presstame. The latest ideas in 
parts and ay te books. ARIEL BOOK 
CO., 1113 Market St. , Philadelphia. 
Pivvin incree Sewing machines are the best. 
Will increase your circulation. 7 ORITE 
. CO., 342 Wabash Ave., Chicago, Ill. 
LE and greatest coupon offer to subscrib- 
ers. Library Atias of the World. 15 cents 
part. #30 for $3. Advance orders fur one mill- 
Som already booked. JOHN E. POTTER & CO, 
Philadelphia. 


MISCELLANEOUS. 
S* NICHOLAS. 


promt. E-pit-o-mist. A maker of epitome. 

4 

| | Se dealing with Dodd’s Agency, Bos- 
» ton. 


7 AN BIBBER'S 
Send it circu- 


Printers’ Rollers. 
SAFE. We pay freight. 

$1 lar. 'ELGIN SAFE O., Elgin, 
K BabRice’s PILE A ad is con- 

ceded to be the best, a and most ef- 
fective remedy for the cure of piles yet known or 
discovered. Since its introduction in this city, 
two years ago, hundreds have been cured, prom- 
inent among the number being one ex-Mayor A. 
A. Skiner, who = cured in two weeks. Chi 
agt., Morrisson Plummer & Co.; New York 
Hali & Ruckel. KENDRICK, Trenton, N. 





PRINTERS’ INK. 


ELECTROTYPES. 


DVERTISING ELCECTROTYPES. Patent 
light-weight metal backs. Best work. 
Prompt service. Wood or metal WM. T. BAR- 
NUM & CC., Electrotypers, New Haven, Conn. 
OW to we cuts for newspapers or maga- 
ractical Ri A in a practical es- 
tablishment, by a practic val instructor. oe 
etc., D. C. BITTER, 76 Dearborn St., 


V 7 RITE me, stating size ng size and quantity of elec- 
trotypes that you — uire, whether w 
or metal backed, and receive quotation which 
will ace rexy. money. E. T. SER, 15 Beek- 
Cm LUTYPE is preferred by advertisers be- 
/ cause it is 10 per cent cheaper than other 
wore or metal base cuts; it is so light for mailing 
5 - cut. Prints on 

aud ce machh nery manufactu 

cally a Nery man Md., 


—_—.-—___—_. 
ADVERTISING MEDIA, 


E — Epitomist. 4 A maker of a brief 

and compact treatise. 

I Nap hnttgy pa Mailed on receipt of 
TANLEY DAY, New Market, N. J. 


I ARDWARE DEALER’S MAGAZINE, 25c. a 
line. Send forcopy. 78 Reade St., WN. Y. 


I COVER the State of Indiana, 13 leading dai- 
lies. FRANK 8. GRAY, 12 Tribune Bldg., N.Y. 


NY person advertising in PRINTERS’ INK 
<\ to the amount of $10 is entitled to receive 
the paper for one year. 


OMINION Newspaper i es woes 
I Sworn circulat en "ADA py S 
PRINT CO., Hamilton 
A DVERTISERS— on 10 cents per line; cireu- 
ane 20,000. Best medium on earth. CRIPE’S 
MERCIAL REPORTER, Marion, Ind. 


pH OPTICIAN AND JEWELER guarantees 
circulation 25,000 copies each month among 
people who buy. $6 Maiden Lane, New York. 


A PVTS. placed in each of 140 local weeklies ; 
d 75e. a line a week. Only one electrotype 
needed. UNION CO., 15 Vandewater St., N. Y. 


E INDEPENDENT. Own your own news- 
r. Send for estimates to PICTORIAL 
WEEKI IES CO., 132 Nassau St., New York City. 


‘I, HE METROPOLITAN AND RURAL HOME, 
N Y., an agricultural] and family journal, is- 
sues over 500, monthly. It pays advertisers. 


[HE HEARTHSTONE, 285 Broadway, N. Y. 
Largest id-in-advance circulation of any 
similar monthly in the United States. Send for 

rates and sample copy 
HOMES AND HEARTHS 


” NOW what a pulleris? 
household journal ; 


Kk" Rs — ee agg a 
40c early, $2¢ Send to WATTENBERG’S 
AGENCY, i Park Row 


[a= Church Press Associa tion, Incorporated, 

publishers of events Church Magazines, com 

bined ee + eo .! Sam ples and rates on 
§. 18th St., Phil’a, Pa. 


A DVERTISING in newspapers of “known cir- 

culation ” * BUSINESS.” For partic- 
ulars address A. FRANK RICHARDSON, ‘Tribune 
Bldg., N. Y. Chamber of Cor of Commerce, Chicag: 


7, RATERNITY PAPERS—1 am special agent a 
I all the official and leading oe of the va 
rious fraternal orders. One ee time, in 
18 of the best pa rs, will cost fur- 
nished on oe li of a. ‘oak 
num, A. O WwW Sp yy Pythias and alloth. 
orvee Se. Send list and rate card 

KRANTZ, Special Agent, 1! 102 W. 14th St., N. Y. 


MERICAN SWISS GAZETTE. (Amerika- 

nische Schweizer Zeitung.) The only or- 

gan of the 300,000 Swiss popu ——— in the United 
es. Established in 1 te 





communications. To sell your goods to clan 
nish Swiss you must buy space in their national 
newspaper Advertising rates 20 cents a line for 
one time, or #25 an inch for a year. Offices, 116 
Fulton St., New York, 


wood &nd note the 
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;= New York Waants Tums has an honest 
circulation among honest people. Its dis- 
play rates are 25 Conte's line,w ith no extra charge 
a5 -- * none for sample copy, and see 
Sow it 


improving. 
rT HE AMERICAN FARMER AND ¥ ‘ARM NEWS 
is g — to itee to Ldvertiso tl that the 

tion in its case aL, y 
in Savance,” “Unrivaled in character,” “ Na- 
tional] in extent,” and “ 165,000 solid and Pore a 
Advertisers say that it is a circulation t pays 
Take a look at this model farm journal 
haracter of its 


h ¢ 
srone. The advertising = very low. 
REO. BECK, Eastern 8 World 


Building, New York City. 
—_+o+—___—__ 
ADVERTISING AGENCIES. 


« AM indorse ST. NICHOLAS. 


"° Guve Dodd’s Agency, Boston, a trial. 

Daz Li qprestint If so, address A. G. CLAY, 
Re: &. KRANT2§ special ac advertisin; nt for 
IN.Y 0b W. 5 ae 


Mth gun 
Purchasing 


NEWAPER Advertising an pnd Pure 
3 or! 


Agency. 19 East 14th 


DVERTISING. City and count: rs. 
A See GEO. W. PLAUE, 62 Broadway, Py 


Cn K HAMMITT, Advert! PN ans = 
N.Y., will serve you effecti 





8. BRYANT’S . Newspape: Agency, 
N. Bridgeport,Ct. Ads seibited t forall pub’ns. % 


OLICITO: R, large acquain uaintance among advrs. 
INTERSTAT ‘ADV AGENCY, Kansas City. 


10 LEApine Ste ste AD ADV. AGENCY. Glevdand.o 0. 


ie F you have in mind placing ideas Bek. C a line of advertis- 
> a ad CRANS, Room 4, 
No. 10 Spruce St., N. Y. Ci 

F "= intend to wave in an 
3 cours us. Se Wy 

1902 Th it., Washington, D. C. 
F you aa to advertise anythi 
al od time, write to the GEO. 
ADVERTISING CO., 10 Spruce St., New York. 


y N 
Hs oweperer TAMERS pes Agency, 
assau Bt, York. 
A™ uve rennaten 5 ina in exchange bind ad- 
HERMAN 7 ia TIN oo. NCO. 1902 7th St; Wash. D.C. 


BARLES H. FULLER'S 1 pg ADV. 
/ AGENCY, 112-114 Dearborn 8 a A 
Temple Court, New York Establish ed 1 Es- 
timates cheerfully furnishea shed 
YONGRESS is in session. V We are pers aif over 
— and reporters for ew al = 
the U.S. Write us. —yy¥" 
1902 7th St., Washington, D. C 


— DS Jonsnete a6 oe he ” file with us 


manner in the 
. MARTIN CoO., 


awe 


id commissions. 
ASSOCIATED TRADE &. INDUSTIAL PRESS 
Washington, D.C. Established 7 years. 


V 7 ANTED—Orders for advertising space in 
Music AND DRAMA and leading magazines. 
joducoments given for first class business, if of- 
red immediately. Send copy and state time. 
INTER STATE ADV. AGENCY, Kansas City, Mo. 


NEWSPAPER INSURANCE. 


NSURE present and future future business using 
ST. NICHOLAS LAS. wy 
N CIRCULATION—What made London Tit 
Bits? How did Answers reach 7 ! 
Pearson’s Weekl, yg > EO a million? — ork 


Press and Ad per oe tina 
~~ S a NsURANCET 
IN COMPANY, No. 173 Broadw: 

} York, is the —- cts with in the United 

States for making sgoutracts Bai. newspapers for 

use of coupons. Write o —— happy 

to confer with business 





364 
TO LET. 
ADVERTISING space in ST. NICHOLAS. 


’4°’O LET—Front office in fice in buil No. 108 ruce 
f. ight: steam heat 
Can 


Street 7 + ait Ke 
electric light; 
vided into several - A . $50 a ye 4 
For further address GEO. P. 
ROWELL & CO. 


———-(+4-—_—— 
STREET CAR ADV ADVERTISING. 


W Bz TO FERREE, First National Bank 
Bldg., Hoboken, N. J. 


a ss car advertising. in New Eoched ad- 
M. WINEBURGH, Times Bldg., N. Y. 


B', inducements for advertising on the ele- 
ated railways New York, Brooklyn and 
cars everywhere tes and ori inal 


street Ra 
BROS., Temple Court, N. Y. 


sketches free. UO. 


SUPPLIES. 


yar BIBBER’S 
Printers’ Rollers. 


po EPITOMIST gives circulation to its 
rons. 


INC for otching rk &, pRUCE & COOK, 19 
V ioe Water St. ork. 


wot su a = business yen noth- 
ST. NICHOLAS 


“pais & contig is printed with ink ennui 
, $e D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 
Decl ny a M. Plummer & , 45 
Beekman St., N. Y., sell every kind of paper 
used by ies ‘and publishers at lowest prices. 
Full ee ign in of Printers’ Ink. 
CK THE aa, OF YOUR ADS— 
r 1,000, I will fur- 
lest and most com- 
of the metons 
The 
them for as 
ears. ress WM. JOHNSTON, 0 
-» New York. 


_ INKS. 
4 Best in the world: warranted. 
I want orders, accompanied by a check in full 
pagmaane 08 otherwise. Aa art ag free 
road or oambont in N. Y.c it) 
barrel at 4c 





-ll 
5 
2 
1 




















6c.. 
CHECK WITH ORD! 
Send copy of paper oan itell kind aa press used 


and temperature of press-room. Satisfaction 
ranteed. ress 
-_ WM. JOHNSTON, 
Foreman Printers’ Ink Pre: 


10 Spruce St., New 7 York. 


FOR SALE. 
ADVERTISING space in ST. NICHOLAS. 


A DVERTISE with Dodd’s Agency, Boston. 
G ooD retures result from advertising in THE 
Eprromist. 


y desirable wy and job 


pore SALE— Very 
3 $3,500. “ J.” Printe 
LETTERS, 92 and 9%. A. B. 


30,000 DODGE, Manchester, N N. H. 


BUYS 1 INCH. 50,000 copies Proven. 
$3.50 WOMAN’S WORK, Athens, Ga. 


5, 000m medical letters for sale cheap. 
Address “L.,”” Box 2, toa ee Ct. 


& () miscellaneous 20c., 25c. and 50c. books $3 ; 25 
OU for $1.60. A. R. GOODSPEED, Dwight, ill. 


PRINTERS’ INK. 


and 35c. and 


END receive 
G. FAIRFIELD, Wind 


BR on wad voy 
Gap, Pa. 


‘OR SALE—Controlling interest in 
commercial weekly. Address “ M.,” P. 
Box 796, Baltimore, Md. 


"50,00 6x9 colored or 5 white crewler. - 
. 

and new type. LANDON Pre. CO. Coli Oolumbes, 
M*¢4! CABINETS ETS forelectrotypes are dust-tight 
ve 3 ice 


rmin-proof. V: sizes. Tf 
lists. ;~ need them. “HEBER WELLS, 
8 Spruce St., New York. 


ANDSOME illustrations and initials for say 
nn ge bata pane and Tong printin; 
cuts ire. ‘Shi 


Bain’ TLLUSTR: Rrnte'to o's CO., Newark, N. 


NEw newspapers. A . A list of the names of the 

new newspapers each week, fur- 

nished - Sow For terms address 
RIDGE ., Box 375, Ridgewood, N. J. 


OR promt Plant of daily r ina thrivi 
Fk city of pe tio 7S. Prive low. Would 
avafre Paper started in Au 

4 to Pee . Box 1180, Middletown, 
RS bought, sold or sold or rented. 


L* Valuable 
4 ote. of fresh letters always in stock for 
tal. Write an) lists and 


rices. Medical let- 
ters a specialty. A. LEFFINGWELL & CO., 112 
Dearborn St., cago, Ill. 


ERE’S AN OPPORTUNITY! Only newspaper 
in a large town near Boston, old-estab- 
lished and doing good business. Splendid job 
office with hyo type and up-to-date machin- 
ut wili be sold much less 
r has other business. Address 

* BAY STATE.” c care Printers’ Ink. 


NEWSPAPERS 
anD PERIODICALS. 


Advertisements under this hea this head, two lines or more 
play di. Hay, 2 25 — a ae: With dis- 
lay or black-faced type the price is 
50 cents a os Must be ha phat 
in one week in advance. 


lease to 
1891. 








CALIFORNIA. 


ANGELES TIMES leads in Southern Cali- 
rnia. Sworn circulation 13,000 daily. 


CONNECTICUT. 


Mh DAY, New London, “onn., is the most at- 
tractive looking paper in Eastern Conn. 


weexwy T]MES: Hartford, com. 


THE HARTFORD TIMES. 
W. O. BURR, Publisher. 
Rurvs H. Jackson, Bus. Manager. 
pay issue exceeding 12,000 copies. 
eekly issue exceeding 7,000 copies. 

The advertiser who will use but one paper in 
Connecticut will select the Hartford Times. An 
pop are of 3500 devoted to a judicious con- 
tract covering a year’s advertising in_ this paper 
will bring better results than twice the amount 
divided among a dozen or two of t pest of all 
the others. —PRINTERS’ INK, Feb. 14, I 

New York Office, 73 Tribune Building. 

Perry LUKENS, JR., Manager. 


DISTRICT OF COLUMBIA. 


Al ERT advertisers advertise in 6 ay FIELD'S 
baal _WASHINGTON, Washington. 


GEORGIA. 


Ts ENTERPRISE, ~~ a Ga., all home 
print; 1,000 subscribers. 
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ILLINOIS. 
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IOWA. 





wm Chimney Corner 


Of Chicago, circulates 50,000 copies, month! = 
MAIL BUYERS. Winter Rate, a 
Agate. Summer Rate, 20 Cents. 

LLINOIS—In its issue of April 4th PRINTERS’ 

4 will publish an article on the subject: 

= t papers shall an advertiser use reach 
the people of | Illinois?’ »” Contributions are in- 

vited from persons who deem sheencunestape- 
tent to prepare such an article. use is made 
of any article sent in, in response to this invita- 
tion, due credit will be given, and our corre- 
spondent will be entitled toa year’s subscription 
> cea ’ InK in payment for service ren- 

er 


INDIAN TERRITORY. 








rs its issue of April 2th PRinrERs’ 
x | nog - an article on the sub- 
ject: iS shall an advertiser use 
to reach Ms ag ~ people of rowal” Contribu. 
tions are invited from persons who them- 
— competent to pre) such my article. If 
is made of any article sent in, in response to 
this i invitation, due credit will be given, and our 
correspondent will be entitled to a year’s sub- 
scription to ’ INK in payment for serv- 
ice rendered. 


KENTUCKY. 


ST0CK FARM, a reaches horsemen 

in every State and rritory. 

te LEADER is _ only daily in Lexington, 
Kentucky, whose cir 

by the American Newspaper Directory for 1894 

with $100 forfeit. Its c sulation is also the 

greatest in Lexington. 

















NDIAN Lie a its issue of April llth 
PRINTERS’ te will — article on the 
subject : “ eo pe ay an advertiser use to 
reach the people's of Indian Territory !” Contri- 
butions are invited from persons who deem them- 
selves competent to pre ie such an article. 
use is made of any article sent in, in response to 
this invitation, due credit will be given, and our 
correspondent will be entitled to a year’s sub- 
scription to > ier INK in payment for serv- 


ice rendere 
INDIANA. 








K PITOMIST. 


ANA — In its issue of April 18th PRint 
’ INK will publish an article on the sub- 
rm What papers sh an advertiser use 
le of Indiana!” Contri 
butions are invited from persons who deem 
themselves competent to prepare such an 
article. If use is made of any article sent in. 
in response to this invitation; due credit will 
be given, and our correspondent will be enti- 
tled to a year’s subscription to PRINTERS’ INK in 


| og 


payment for service rendered. 


LOUISIANA. 


. La., col. quarto, all hone 
cribers. We want ads 


MAINE. 
BANGOR COMMERCIAL. 
J. P. Bass & Co., Publishers, Bangor, Me. 


_ average, nearly 5,000 copies. 
— average, over 4, 000 copies. 


kly editions of the CoMMER 





‘—- Jennin 
print. __ 800 su 





and only one other paper ‘in Maine has as large 
a circulation as the COMMERCIAL 


New York ss 73 Tribune Building. 
PERRY LUKENS, JR., Representative 


MARYLAND. 


Allegany County, Md., according wo the 
American Newspaper Directory for 1894, now 
REview has a larger 
er weekly paper. 








[T° 
in press, the Lonaconin 
regular issue than any ot) 














** Ladies and gentlemen. took at this head — perfectly bald 
mene 1 ae upon it a few drops of Smith's miraculous 














u 
Facts will elk — 























—— Presto look at that beautiful head of hair Buy the 
restorer | have only a few bowles left. and | leave by the 
ext train for the Chicago fair, by special request of the com 
Musesgoeis ” ~ . 
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ae aver- 
hen placing 


C6 NO sdvertine can afford to omit J 


that wants 
Sou rn Massachusetts. ee —_— 
adv, agent, "Boston. — ‘Printers’ Ink, Feb. 4 
- Hampden County, Macsachusctte, —s 
18%, the Springfield REPUBLICAN has -y 2-4 
regular issue than any other daily paper. 
Y 
( ype —— — daily papers | er the State of 


rating of —— than 7,0 7,000 copies b; the Am American 
New: x Directory for  ~ whieh will be is- 
sued to subscribers on om 30th o! t April; and one 
¢ x See LS =e Brockto: ge iasee of —_ is 
an average issue 0: copie: 
and the Directory guarantees the accuracy of 
the rating bya toward of of _ able to the 
first person who will prove t the actual 


pe 
issues were not as 
} nme “4 ‘Monch, Detroit, Mich. 
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MASSACHUSETTS. 


Nites or BEDFORD (Mass.) ene 
ic er 4,000. Remember us 
iiessnchuscts. 


A COMPARISON oe —__ 
During 1893 the New York EVENING 
POST contained 2 per cent more cash 
pobeedg 5 J than any other evening 
paper in New York, a ‘sible concession 
to => superior value as an advertising 

u 





“ Keep your eye on 


ADVERTISERS 
GODEYS” 


because the os | gage are getting, 


“4 & for +n price of 1,”” 
which means—“ Practica diy Rig chojee of any 
American Peri 


NORTH CAROLINA. 


yh edie leads in al ‘comics Has the 
id-up subscriptio: 

Osoumers Home,40p. mo. 
n large, advg -- 1. iow, 


OHIO. 


FOR one-inch hotel ad eee months. 
SUNDAY NEWS, Zanesville, O. 











‘tion jour 
amlet,N.C 








$2.00 





MICHIGAN. 
FRE Will insert your ad free if we 
MINNESOTA. 
M INNEAPOLIS TIDENDE has the largest cir- 
paper 
SE PAUL GLOBE, daily, 22,000; Sunday, 30,000 ; 
week] Eastern office, No. 517 Tem- 
ple Court, sy York. ©. E. ELLIS, manager. 
Minzeapelis 


The Housekeeper, “xi: 
“igs,o00” Pays Advertisers. 


128,000 
MISSOURI. 


EROLD DES GLAUBENS, St. io Mo. eet. 
1850. Circulation 33,000. Brings results 
r hegre CIRCLE, St. Louis, Mo. . the best 


vertising medium in the West. 5,000 
. per agate line. Kata 


oe , _ every month. 
culation of any Norwegian- 




















copies each mon 
in 1880. 





alee tee BRIEF. monthly, St. Louis, has 
— of . cores guaran b; 

‘American © a larger circula- 

tion than any other us ate my) fournal in the world 


NEW JERSEY. 
THE EVENING JOURNAL, 


JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find (T PAYS! 


NEW YORK. 
GF NICHOLAS. 
[BE Le Roy OY) GAZETTE is @ first-class 


weekly newspa} 
i ie trial oni x in Watertown (N. Y.) 
HERALD—30,000 readers. 




















O 





OREGON. 
{ ENTIN 


MEDICAL SENTINEL 
Portland, Oregon. 5 State medical society in- 


dorsements. 


PENNSYLVANIA. 


ge ete a (Pa.) SS ee has the largest 
irculation of any Scran paper. 
Pitteburgh => est circuia 

tion rating aa RES that city, 40,984, 

Pont FLORAL MAGAZINE, Libonia. Pa. 

t= 4 100,000 proved circulation. Adver- 

office, No. 517 Temple Court, New York. 
‘LLIS, manager. 


RHODE ISLAND. 


ypRe? NEWS, Providence, R I., orang evening, 
ONE CENT. 10,000 circulation 


SOUTH DAKOTA. 


a) REAT wheat belt. Star, Aberdeen, 8.D., cov- 

ers it. From Feb. 1 to Mch. 10, 1894, the STAR 

adden 2,150 new cash-in-advance subscribers to its 
lust in past mo...h. Adv. rate, 50c. per inch. 


WASHINGTON. 


QEATILE TELEGRAPH. 














on 























SE CATTLE TELEGRAPH, the leading 
Democratic daily north of San Francis*o. 


WISCONSIN. 


Al leading Tae aa arein the week!y Ex- 
CELSIOR, Milwaukee, Wis. 

W “lear AGRICULTURIST, Racine, Wis. 

in Wi Largest circulation of any Engl lish paper 

















to use THE 


FS33 any good business it will pay ay 


CHRISTIAN ADVOCATE, New 





NEWBURGH, N. ¥. Pop. 25,000. The leadin: 
newspaper,daily and oneal weekly JOURN AL 


A LBANY, N_Y., TIMES UNION, every even- 
4 — WEEKLY TI TIMES reach everybody; 
circulation. Favorite Home paper. 
Ts Chetnung County, N. Y., according to the 
American New: ‘or 1 








spaper ry , DOW 
in press. the Elmira YounG WOMEN’s BANNER has 
a nt al regular issue than any other bi-monthly 


CANADA. 
METHODIST MAGAZINE, 


the illustrated literary magazine 
tablished 1875, i one 3 the “ron ty = —- om 
tions in Toronto, Ontario, the exact accuracy of 
circulation ratings the American New: 
per Directory guarantees by a #100 forfeit. 
record shows a regular issue for the past y 
of 8,406 copies. 





Its 





Py as LUPTON’S popular periodicals, 

* PpLEe’s Home JOURNAL and THE Soaisunaae> 
Home Gusst. Sworn circulation, 500,000 copies 
eac’ Advertising rates, $2.00 per agate 

iscounts. For sample 
rticulars address F. M. 
PTON, publisher, 106 & 108 Reade St., N. Y. 


SO. & CEN. AMERICA. 


‘.DANAMA STAR AND HERALD _ D. and w.,; pub. 
at Panama ; est. 1849. Eng. and Span. edit ons 
cover Mexico, Cent. and So. America. Cir., 27,000. 
ANDREAS & CO., gen. agents, 52 Broad St. N. Y. 
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HOTEL EDITIONS. 


The Hotel Red Book, published by the United States Official Hotel Directory Company, 
whose offices are at the Grand Union Hotel, New York, contains a list of all the first-class 
hotels and summer resorts in the United States and Canada. The numberof these is between 
fifteen and twenty thousand, and every one of them would do well to subscribe to Printers’ 
Ink for the instruction of the proprietors in the art of advertising, and to afford their guests 
a weekly intellectual treat, and teach them how to do business wisely and profitably after the 
tour or vacation is over. For the purpose of directing attention to the merits of ** The Little 
Schoolmaster in the Art of Advertising,’”’ and of obtaining subscriptions thereby, a sample 
copy of Printers’ Inx will be sent to every one of these first-class hotels and summer resorts 
as follows: 

From Alabama to New Jersey, inclusive, the sample copy sent will be of the issue of 
Wednesday, April 4th. 

From New Mexico to Quebec, inclusive, the sample copy sent will be of the issue of 
Wednesday, April 11th, 

Advertisements intended for either issue must be in hand one full week in advance. 

Newspaper men, who desire to direct the attention of hotel men to the merits of their 
publications as a medium for summer resort advertisements, would do well to avail themselves 
of these issues of Printers’ Ink for placing their arguments where the hotel men will see 
them at the time when they are making plans for advertising intended to influence the tourist 
and the summer boarder. For further information, address, 


PRINTERS’ INK, 10 Spruce St., New-York. 


A SCHOOL EDITION. 


The American School Directory, published by C. H. Evans & Co. of St. Louis, contains 

a pretty complete list. 
. Academies, Female Seminaries and Colleges. 
- Normal Schools, 
. Business Colleges. 
. Schools of Science. 
. Schools of Theology. 
. Schools of Law. 
. Schools of Medicine, Regular. 
Eclectic. 
Homeeopathic. 
Post-Graduate. 
Physio-Medical. 
8th. Schools of Pharmacy. 
gth. Schools of Dentistry. 
roth. Manual Training Schools. 

It is a book of 280 octavo pages, enumerating from one to sixty institutions upon a page, 
and is probably as complete a catalogue as it would be easy to compile. 

Educational institutions are large and liberal advertisers. Advertising forms an impor- 
tant item in the running expenses of a successful school. The managers of such institutions 
are close students of advertising and advertising media. Many of them are subscribers to 
Printers’ Ink, and every one of them ought to become such, 

For the purpose of securing a permanent engagement for ‘* The Little Schoolmaster in 
the Art of Advertising ” ¢whose terms of tuition are only $2 a year for each pupil), a sample 
copy of Printers’ Ink of the issue of Wednesday, April 18th, will be mailed to each and 
every one of the institutions named in the Evans Directory. 

Publishers who believe their papers to be valuable media for school advertisements, and 
such as offer special terms for this desirable sort of advertising that are favorable or seductive, 
are advised to avail themselves of this special school edition of Printers’ Inx, 

No advance on the usual rates will be charged: $100 a page, $50 for half a page, $25 for 
a quarter page, $7.50 an inch or 50 cents a line, pearl measure. Classified advertisements set 
in solid pearl, without display, are accepted at 25 cents a line, pearl measure. 

Copy should, in all cases, be in hand at least one full week in advance. For further par- 


ticulars, address, 


PRINTERS’ INK, 10 Spruce St., New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


Issued every Wednesday. Subscription 

rice: Two Dollarsa year, Five Cents a COPY 5 3 
Dollarsa hundred. No back numbers. 

Being printed from alw 8 

“, to issue a new edi amy se saes 

— for wot oh ora larger number at three dol- 


by special sashemaeens. it, PRINTERS’ 
ees snd invite contributions from persons 
who expect the return of unused manuscript or 
to be paid for their contributions. 
GEO. P. ROWELL & CO., 
Eprrors AnD PustisHers, 


Orrices: No. 10 Spruce STREET. 


NEW YORK, MARCH 28, 1894. 


PRINTERS’ INK’S CIRCULATION. 
Average for last 13 weeks, - 13,923 copies 
Last issue, - = 16,500 copies 











ADVERTISING without a well-defined 
plan is as foolish as going to sea with- 
out a compass. 


Ir is an apparent fact that advertis- 
ing space on the stations and in the 
cars of the New York elevated rail- 
roads is not in use by advertisers to 
the extent it was six months ago. 


THE circulation of the Chicago /nter- 
Ocean’ has increased so rapidly of late 
that it is now entitled to a place in the 
very small list of publications issuing 
a hundred thousand copies daily and 
weekly. ‘This statement is reliable. 


THE man who has succeeded to a 
well-established business, which he 
thinks needs no building up, is occa- 
sionally heard to say, ‘‘ There is no 
need of advertising.” He sometimes 
has his doubts, however, when he sees 
another man, without his advantages, 
build up a better business in a single 
year in the same street, or around the 
corner, by the aid of advertising, 


One of PRINTERS’ INK’s correspond- 


ents recently re-read the autobiography ‘‘ 


of P. T. Barnum. In it he found ex- 
cellent advice to advertisers and took 
the pains to copy and send selected 
paragraphs to his friend, ‘* The Little 
Schoolmaster in the Art of Advertis- 
ing.” In doing this he conferred a 
favor upon every pupil, for each ex- 
tract shall have a place in these col- 
umns. If every correspondent will 
send as many and such excellent items, 
no matter where found, he will add 
vastly to the popularity and usefulness 
of the little teacher, 


PRINTERS’ INK. 


Mr. Pratt, the head of the house 
of Perry Mason & Co., publishers of 
the Youth’s Companion, of Boston, 
the most successful and prosperous 
weekly ever known in North America, 
died on Monday, March 1g, after a 
brief illness. 


GOVERNOR FRANCIS of Missouri, ata 
recent business convention, paid the 
following tribute to the country editor. 
He said, among other things: ‘* The 
editor, in proportion to his means, 
does more for his town than any otber 
ten men, and in all fairness he ought 
to be supported. To-day the editors 
of the home papers do the most for the 
least money of any people on the face 
of the earth.” 


Insurance, a paper printed in the 
interests of the insurance companies, 
says: ‘* The knack of writing adver- 
tisements is one which the managers of 
insurance companies might well take 
pains to acquire.” The advertising of 
insurance no longer consists in merely 
placing signs in the windows of agen- 
cies, but present methods require news- 
paper and magazine advertising. To 
insurance men we would suggest a 
course in advertising by subscribing to 
PRINTERS’ INK, ‘* The Little School- 
master in the Art.” 

Mr. CHARLES H. How .anp, of 
the Providence, R. !., Daily News, 
tells an interesting story about three 
young men who at one time purchased 
a bankrupt. newspaper and determined 
to establish themselves as successful 
publishers. ‘The old-time method of 
waiting a year or two to let people 
acquaint themselves with the paper 
under new management ‘could not be 
pursued, because the necessary capital 
to carry the paper was not at com- 
mand. The most available plan that 
presented itself appeared to be the 
coupon business.” The paper had 
plenty of space to spare, in fact, in 
excess of all requirements, and the 
editors saw that ‘‘ catchy” coupon offers 
would fill the space if nothing more. 
The growth in circulation that was 
built up by the use of the coupon 
scheme was an unnatural one, but by 
it the paper was circulated, and when 
it was once fairly on the market, so to 
speak, its merits as a newspaper were 
tested. As it was not inferior to con- 
temporary newspapers, some of the 
people who had purchased it for the 


; 
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coupons became regular subscribers. 
As the return of coupons diminished 
the space allotted the coupon advertise- 
ments was decreased. Through the 
increasing subscription list advertise- 
ments came to replace the coupon an- 
nouncements. Mr. Howland thinks 
that the success of the paper referred 
to is not exceptional. The times are 
progressive, and the successful paper 
of to-day is the one that devises some 
new scheme by which public recog- 
nition can be obtained. The coupon 
business answered the purpose in this 
case, but it is no longer novel, and the 
question now is, ‘‘ What next ?” 
Hor —_—__—_— 
WAS THE SELECTION THE BEST 
THAT COULD BE MADE? 

An advertiser desiring to influence 
summer travel applied to an advertis- 
ing agency to name one paper in each 
of seven cities which he enumerated. 

“*We want to reach the wealthy 
class of traveling people,” he said, 
and he then continued: ‘‘ It has been 
stated to me that the New York World 
is not the right medium.” 

The agency recommended the fol- 
lowing : 

New York 
Philadelphia 
Washington 
Boston 


Tribune, 
Press, 
Star, 
Transcript, 
Chicago Tribune, 
Buffalo Commercial Advertiser. 
Reaching the best people in a great 
city by advertising in one paper is like 
killing a grizzly bear with one rifle 
ball. It cannot be counted on with 
certainty. Still, if it -must be at- 
tempted it is important to aim right. 
Did the agency aim right in this case? 





WILL TRY BARNS AND FENCES. 


E, T. Hazevtine, ) 
Proprietor of 
Piso’s Cure For Consumption, 
Piso’s Remedy = oo j 
arren, Pa., U. | 
WARREN, Pa, - inet 13, Pe) 
Owen O. Wiard, Esq., Duke Centre, F'a.: 
Replying to yours of the rath inst.: For 
our advertising this season we are devoting 
our energies to billposting, sign painting, 
distribution of circulars, etc., etc., methods 
heretofore neglected for some years, therefore 
we must deny ourselves space in publications 
of all kinds. } 


Respectfully yours 
E. . HAZeELTINE, 
er M.G.H 


A LEGAL SQUARE—IN MAINE. 

A law suit between two Byron trappers 
over a bear bounty has been settled by the 
lawyers dividing the bounty and calling it 
square,—Lewiston (Me.) Journad. 
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CHICAGO. 


Illinois ranks number three of all 
the States in point of population, being 
exceeded only by New York and 
Pennsylvania ; ‘and more than a 
quarter of all its people have their 
dwellings in Chicago. Chicago is the 
second city in America, New York 
alone outnumbering it. As a news- 
paper center, Chicago is also next to 
New York. A catalogue of its publi- 
cations occupies fifteen solid pages in 
the American Newspaper Directory, 
while Philadelphia and Boston get 
along with ten.- The following isa list 
of the cities requiring more than one 
Directory page to catalogue the publi- 
cations issued : 


Milwaukee.......... peenenee 
Baltimore 


Minneapolis 
Pittsburg 
Detroit 


Washington 
Indianapolis 2% pages 


a PRR, Sm 2\ pages 
eer 


1% pages 
PEE GOURD. cnc cocccesses 1% pages 
Des Moines - 


Richmond 
Rochester 
Providence . 
Nashville. . 


The advertiser who seeks to interest 
the people of Chicago in his wares 
must appeal to them through the 
columns of the daily press. ‘The Chi- 
cago dailies, as well as its weeklies, go 
everywhere within a radius of 500 
miles, but a greater portion of the 
daily issues rests in hands within the 
city limits. The daily paper is now 
everywhere recognized as the adver- 
tising medium having a stronger hold 
than any other on the attention of the 
people. It reaches them more quickly 
and produces a more immediate result. 
Its circulation and influen.. ~* more 
concentrated. The price, circuiation 
considered, is so much lower that it is 
now far ahead of the weekly in power 
to serve in proportion to the cost of 
service, 
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In considering Chicago dailies the 
morning papers must be first dealt 
with as being the most important. 
Opinions will differ as to which of the 
morning papers is to be taken first. 
Shall it be the 7risune or the Herald ? 
The Jnter-Ocean or the Record? The 
Tribune is the oldest; it is the most 
prosperous in point of net money-earn- 
ing capacity. It has a solid, sub- 
stantial following of the gilt edge kind 
and undisputed supremacy in the 
line of publishing the small advertise- 
ments. In every city the paper that 
has the largest clientage of the ‘‘ want 
ad” variety is, without exception, the 
best money-making paper there. 

The Heradd prints as many copies as 
the Zridune and is the best finished 
product of the press that issues from 
the office of any daily paper in the 
United States. It is a great news- 
paper, with a magnificent building, 
no end of enterprise and a loyal fol- 
lowing. 

The /nter-Ocean is the organ of the 
stalwart Republicans and has the val- 
uable reputation of being a family pa- 
per. It holds something of the rel- 


ative position of the New York 77ri6- 
une, its circulation being largely out- 


of-town. Special attention is given to 
church and educational matters and 
secret societies, and it prints protection 
and pension editorials the year round. 
It is favored by religious folk, staunch 
partisans and old soldiers, The pa- 
per has been modernized and greatly 
improved since H. H. Kohlsaat as- 
sumed control of it, and there has been 
a healthy increase in the circulation. 
Perhaps the /zéer-Ocean, with the new 
energy, born of new blood, now sells 
more copies than either the 77ibune or 
the Herald. 

After carefully weighing all that may 
be urged in favor of each one of the 
four that have been named, the fact 
will remain that the Record is about as 
attractive a paper as any one cares to 
meet with. It prints and sells more 
papers every year than either one of 
the other three, if not more than any 
two of them combined. 

It is read by rich and poor alike, for 
its carrier service reaches every street 
and every square in the city, As many 
copies are sold per 1,000 people in the 
silk-stocking wards as in the districts 
where the workingmen live. No other 
morning paper is so widely read among 
the well-to-do middle class of people. 
Its outside circulation is largely in 
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Illinois, Indiana, Ohio, ‘Michigan, 
Wisconsin and Iowa. In these States 
it reaches nearly twice as many people 
as any other Chicago newspaper. It 
claims to go to over 6,000 post-offices 
throughout the Northwest. It is the 
only Chicago morning paper which has 
no Sunday issue. Its growth in ad- 
vertising has kept pace with its circu- 
lation. 

The 7imes, onceconsidered the repre- 
sentative daily of Chicago, is still of im- 
portance and is even said to be getting 
back a good deal of its old-time influ- 
ence. No advertisers can hope to reach 
all the people who do not use the 
columns of each and all of the papers 
that have here been mentioned. 

The 7ribune and Jnter-Ocean are Re- 
publican in politics, with a difference. 
The Herald and T7imes are Democratic, 
with a greater difference. The Record 
is the independent, with leanings 
toward the Republican side, 

For evening papers the advertiser 
will consider the Daily News, Post, 
Fournal, Mail and the Dispatch. 

The Daily News, owned by Victor 
F. Lawson, who also owns the morning 
Record, is, in point of circulation, 
not only far ahead of either of the 
others, but is in the proud. position 
of being able to say with confidence 
that its daily sales are more than double 
the combined sales of all the others. It 
is sometimes asserted that the com- 
bined net sales of Mr. Lawson's two pa- 
pers—the Daily News and the Record— 
are greater than those secured by any 
other single newspaper establishment 
in North America. It is certain that 
in the American Newspaper Directory 
for 1894 no other has filed a claim that 
enabled the publishers of the Directory 
to accord and guarantee a rating so 
great as the Daily News and Rec- 
ord have secured. Mr. Lawson is a 
young man still, looking more youth- 
ful than he really is. His papers have 
ever been clean, his business methods 
square and his success, great as it is, 
has been earned in such a straight- 
forward, manly way as almost to escape 
creating any feeling of jealousy or 
envy. His papers are the only daily 
publications in the United States, of 
very great circulation, of which PRINT- 
ERS’ INK can truly say that from the 
beginning until now no one has ever 
been heard to express any doubt of the 
absolute correctness of their circulation 
figures as published. It may at all 
times be known exactly how many 
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copies are printed and sold any day, 
month or year, and they are the only 
Chicago dailies of which this can be 
said to be equally true, and the only 
dailies in the United States of which it 
is and has been equally true for an 
equal period. There is a manly 
straightforwardness about Victor F. 
Lawson that is refreshing, and a quiet 
modesty of manner that is as pleasing. 

It is said that all the evening papers, 
except the Daily News, are handi- 
capped by the fact that they cannot 
maintain a carrier service covering 
Chicago’s vast area. A thorough sys- 
tem of getting papers to all parts of 
Chicago, and doing it quickly, has 
been largely instrumental in giving the 
Daily News the decided advantage 
which it unquestionably possesses. 

The Evening Post is owned and 
published by the proprietors of the 
Herald, and, like its morning partner, 
is unrivaled from a mechanical point 
of view, handsomely illustrated and 
carefully edited. It is one of the two 
evening papers sold for two cents each. 
It gives much space to current news 
and tries to anticipate the morning pa- 
pers. In politics it is independent. It 
reaches an excellent class of readers. 

The Evening Journal is a reliable 
fixture in Chicago journalism. It is 
Republican, eminently respectable, ripe 
in years, and held in high esteem by 
the older residents. Although not 
equal to the New York Zvening Post 
in editorial excellence, it holds a posi- 
tion somewhat similar. 

The AZai/ is an entertaining evening 
sheet which is gradually working its 
way. Formerly it was combined with 
the Zimes. 

The Dispatch is a new paper of the 
ultra-sensational kind. Both its read- 
ing matter and the advertisements indi- 
cate for what class of people it is in- 
tended. It is popular on down-town 
streets and in public resorts and its 
circulation is growing. 

The German papers hold an impor- 
tant place in Chicago, which is the third 
German city of the world. The Staats 
Zeitung (morning) is the old and well- 
known German paper, Independent- 
Democratic in politics. 

The Abend Post has the largest cir- 
culation. It is an evening paper 
which follows American methods, 
has illustrations, covers the field of 
news, and sells for one cent. 

The Freie Presse is issued morning 
and evening. 
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The Arbeiter Zeitung, evening, 1s 
the socialistic organ. 

The Skandinaven is the organ of 
the large Norwegian-Danish popula- 
tion. It has a reliable circulation. 

The Svornost is the principal daily 
of the Bohemians. 

The Chicagske Listy and the Denni 
Hlasatel are also Bohemian dailies. 

The Drovers’ Journal is published 
at the Stock Yards for country circula- 
tion, and contains stock quotations. A 
great many thousand copies of it are 
sent out each day. 

The Sun is an evening paper pub- 
lished at the Stock Yards. It is pros- 
perous, and is believed to have a hand- 
some bona fide circulation. 

The Call, of Englewood, the South 
Chicago papers, and other small dailies 
issued within the limits of Chicago's 
broad area, have certain local influence, 
and are for the most part prosperous 
and energetic. 

The Polish people have a morning 
paper called the Dziennik Chicagosht. 

The Daily Guide, the Hotel Report- 
er, the University News, published 
each morning at Chicago University, 
cover limited fields, and could hardly 
be claimed with the regular dailies. 

To those who will advertise but little 
it may be stated with confidence that 
the Daily News and the Sunday Trib- 
une are the two great advertising me- 
diums of the city. 

In the quality of paper, press work, 
arrangement and judicious and skillful 
handling of advertisements, the daily 
papers of Chicago are ahead of those 
of any other city and set the pace and 
the pattern for the others to follow. 
Except New York, no other city prints 
daily papers with editions to match 
those emanating from Chicago. It is 
acenter of wonderful energy, and in 
nothing is that energy better expressed 
than in its daily journals. 


WARM COMMENDATION FROM A COLD 
BUSINESS, 


acos Fusse_t Company, } 
Manufacturers of Ice Cream, 
acob Fussell, Pres. 
1. T, Fussell, V.-Pres. 
Richard T. Fussel!, Sec’y. 
1,427 New York Avenué 
Wasnincton, D. C,, March 16, 1894. J 


Geo. P. Rowell & Co.: 


Somebody has been kind enough to send me 
a copy of Printers’ Ink, and I really be- 
lieve I have read every line in it. Being an 
advertiser it especially interests, and has 
given two ideas that have paid. Inclosed 
please find $2 (check) for one year’s subscrip- 
tion. Ricuarp T. Fusseur, 
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WITHOUT RESORTING TO THE METH- 
ODS OF A QUACK ? 
InpIANaPoLis, Ind., March 13, 1894. 
Editor of Pruwrers’ Ink: 

In your publication of March 7th, page 275, 
in answer to the question: ** Will a modest, 
plain statement (by a physician) in the news- 
papers bring sufficient returns to warrant 
one’s breaking away from the restraint im- 
posed by the code of ethics?” you answer no. 

I inclose herewith a copy of an advertise- 
ment which brought to this office $2,000 since 
last August, from one paper alone, by using 


RUPTURE 





No Loss of Time 


NO PAY until CURED 


40 YEARS OF 
SUCCESS. fp 
Call or write. Examination Free. Book Free. 


THE DR. J. A. COMINGOR CO. 
Poms J 8.42048, Indianapolis, Ind. 


N, ow a, Comin; has been Dean of the Medical 
pon Oe So Eee States Army. 
ledical Co of Indiana and 

gery it ? Physicians om Surgeons; and 


Somales General of the State of indiana.) 











$180 worth of space. Dr. Comingor was for 
over forty years an old-line regular, adhering 
strictly to the code, with a practice which of 
late years ranged from $6,000 to $8,000 per 
annum. The inclosed advertisement is merely 
a = statement of facts, and has produced 
usiness which averages more than $2,000 
per month, Therefore, there is at least one 
exception to the rule which you lay down. 
av yours, 
Tue Dr. J. A. Comincor Co., 
By U: Stackhouse, Gen’! Mgr. 
Is it not just possible that the answer ‘“‘ No”’ 
was a pretty close fit after all?—Ed, Print- a; 
Eks’ Ink. 


> 


A FOURTH PAPER DISCOVERED. 
Cuicaco, IIl., March 16th, 1894. 
Editor of Printers’ Ink: 

I have just read your article on page 304 of 
this week’s Printers’ Ink, and I cannot 
agree with all you have to say in regard to 
allowing agencies’ commission to advertisers 
placing their business direct. You say for 
instance: ‘* About 999 out of every 1,000 do 
so, and the other lone integer is perpetually 
wondering what he gains by attempting to 
withstand the tide.”’ Well, then, I think for 
several years we have been’ belonging to this 
lonely class of one which has been trying to 


withstand the tide, and at the present mo- 
ment I do not recollect having lost a single 
order on account of our refusal to allow agen- 
cies’ commission or make other concessions to 
advertisers direct. If we really have lost an 
order here and there (and as stated above, | 
do not know of any at the present time), I 
am sure we made it up by getting that much 
more business from first-class agencies, for I 
believe all of them are thoroughly aware of 
the fact that the Orange Judd Farmer for 
one has but one rate, and allows a commission 
therefrom to regular advertising agencies 
only. The commission is not even allowed 
to so-called special advertising agents. Only 
about ten days ago I received a letter from an 
advertiser, reading as follows: 

“We have decided to du some advertising 
as an experiment in agricultural newspapers, 
To start with, we are tired of being bothered 
with advertising agencies. We consider that 
we are competent to contract for what we 
want, and if you will make us your best net 
cash price, taking out advertising commis- 
Sions, we can do business with you; other- 
wise we cannot.” 

The letter then goes on and specifies what 
advertisement the advertiser is contemplat- 
ing placing, etc., etc. I replied to this letter 
at once (a rather long reply), the substance of 
which was. if he wanted t honest advice of 
a newspaper man or the advertising manager of 
a first-class paper, he should by all means place 
his business through a first-class advertising 
agency. I told the advertiser that, of course, 
there may be some papers which v ould allow 
him the full agency commission, but, to the 
best of my knowledge, they would also go to 
work and make extra other concessions besides 
commission to the advertising agencies, and 
that as his advertising is going to be large, I 
wrote him he could certainly do better, and 
probably save money by placing his business 
through an agency. 

I also gave him several other reasons why 
he should do this, which need not be repeated 
here. I received, however, a letter from this 
advertiser three days afterwards, reading as 
follows : 

“Noting your favor of the 6th inst., we 
have closed contract with an advertising 
agency in this city for what advertising we 
will need. Your paper is on the list, and will 
secure the advertisement.’ 

So you will see that by standing out we 
have not lost anything, but, on the contrary, 
I really think I have done a good thing for 
the aitdiiiate, probably giving him some 
good pointers, and I am getting my full price 
for our space. The advertisement, by the 
way, is an eight-inch advertiscment to run 
for about three ménths. 

In the same article in Printers’ INK you 
also state, ‘‘ without exception, every special 

agent in New York allows comission to the 
advertiser who commands it.” Well, the 
Orange Judd Farmer has been represented 
in the East by a special gg for over a year 
(at the present time by Mr. F. L. Ford), and 

do not know of a single instance where Mr. 
Ford has even attempted to get an order di- 
rect from the advertiser by allowing agencies’ 
commission. Of course, as far as cur paper 
is concerned, he knows full well that we 
would not allow it, but as I know Mr. Ford, I 
do not think he would allow the agency com- 
mission on any of his other papers either. 

I do not know whether the above is too 
much of a personal statement for your col- 
umns or not. You can use it as you see fit, 
but one thing is certain, until we are more 
thoroughly convinced to the contrary, the 
Orange Judd Farmer will stand out as one 
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of those lonesome ones, and will allow agencies’ 
commission to those only “ who are entitled 
to it.” Very truly yours, 
OnranGe —_ Farmer Co., 
Per H. Mackwitz. 


Wate 
WHICH IS RIGHT? 


EXPERIENCE CONTRADICTS “ THE 
LITTLE SCHOOLMASTER.” 
Orrice or ** Western Rurat,”’ ; 
Cuicaco, Il!, March 15, 1894. 
Publishers Printers’ Ink: 

Accept thanks for placing me on your list of 
corres »ndents, and sending me ** The Little 
Schoolmaster.’ 

I owe my present position to Printers’ Ink, 
Under the caption, ‘‘ The Answer is Ves,” 
in Printers’? INK for March 14, Mr. R. R. 
Fisher asks if an ad in a list of farm papers 
wi | catch all probable customers by being in- 
serted four times. I should say no, if ~v ex- 
perience is to count for anything, for 1 have 
found that an ad must be inserted a number 
of times before its full effect is obtained. As 
an advertising manager for a large factory, I 
have had considerable experience with farm 

pers, and several different times I trieda 
new list by putting in a single insertion, as a 
“flyer,” and 1 never got returns enough to 
pay the first cost, while exactly the same ad 
run regularly for eight times was a profitable 
investment, and continued eight months 
longer paid better than any advertisement I 
ever heard of, It was seven lines and asked 
every reader to send for a circular. Those 
seven lines were the subject of much study, 
and the circulars that followed were as elab- 
orate as I could make them. | From $2,400 
spent in advertising, more than $44,000 in 
sales followed. If I were to answer Mr. 
Fisher's question, I should say no, very loudly. 
My plan is to choose a list and stick to it. If 
the article is such that there will be a demand 
for it, the results will justify extending the 
list. The man who begins advertising, if he 
has a good thing to sell, will never lose money 
by continuous insertions, and will never make 
money by changing his list. After an ad is 
allowed to die the people forget it with amaz- 
ing facility. fitter Purvis, 

Business Manager. 





OTHER EXPERIENCE CONTRADICTS 
THE BUSINESS MANAGER. 
Detxoit, Mich., March 14, 1894. 
Editor of Printers’ INK: 

The following we take from your editorial 
columns of the 14th: 

A Goop advertisement, made so conspicuous by 
gen ft position that no one can to see 
it absorb its state tement, is bette r than a 
smaller and less conspicuous one inserted at less 
eost per issue. and appearing a week or a month. 
A small advertisement is sometimes so hidden 
from sigh t that a reader of the paper —— fail 
to have his eye rest on it once in a year. If ad- 
vertisers realized the truth of these assertions, 
| —~- cme of advertising would be revolution 

We are now to the 
pudding, and so far find your statements cor- 
rect. We have been carrying in several ex- 
pensive mediums (magazines) the following 
ads of Dr. Leonard's Hair Book: 


A popular work on its CARE, = 

aoe AND TREATMENT, by 
rt Leonard, M. D. Oulane, 
320 pp., 116 cuts, eae ta paid, #1. od. Circular free. 
Gives self-treatment Por ALL Hair and Beard 
Diseases ; how to bleach, remove, or dye it, and 
increase its growth 200 prescriptions English 
iven. 7,000 copies sold. Iilustrated Me mone 

ournal Co., Publishers, Detroit. Mich 


“chewing the string”’ 
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Large Order from London—7,000 Copies Sold. 


THE HAIR: 


( G@RowTH, 
its { bisbAses 
l TREATMENT. 
Py 4 Henri Leonard, A.M., M.D., 
in the Detroit College of Medicine. 
paso 820 ~— cream-tint paper, 


aS 
bound in el paid, #2. 

White paper, limp ‘slden Ot. 00, a 

Has over 100 e pasting, and gives Self- 
Treatment | wad ALL Diseases of the Hair, 
Beard an 

200 prescriptions iu English given. 
20 SOT. hair is Falling Gut it tells you how 
A i is turning gray it tells you how to pre- 
ven 

it, it is growing slow it tells you how to 
hasten its growth. 

If it is all out, and the + a bulbs are not 
deed it tells you how w to make it w again. 

f itis growing unsightly in vpineae it tells 

van how to remove it. 

It tells you 4 to bleach it, or dye it black, 
brown, red, or of a blonde color. 

It envens: jong chapter upon Hygienic Treat- 
me 

yim several chapters apes § the diseases that 
make it fall out, such as ,” “milk crust,” 
animai and vegetable oad ‘and how to pre- 
vent and destroy them. 

r x many pages upon its marvelous growth, 
etc., e 

This book has been highly commended by. both 
= a and Secular Press. Circulars FREE. 

ress 


The Illustrated Medical Journal Co., 
DETROIT, MICH. 


We think both are good ads, especially the 
smaller one. But so far (though i in same price 
per line mediums) the larger ad has paid, the 
smaller has not. What we intend to do now 
is to reverse the orders, so as to absolutely 
prove beyond peradventure whether it is the 
*“*ad”’ or the medium that is at fault. 

In two papers (of about same claimed circu- 
lation) we got roo cash replies to the lar.er 
“ad”? to but 7 for the smaller one. The 
larger “ad” appeared in a monthly, the 

smaller in a_ weekly; one cost $50.00, the 
other $7.00. Yours respectfully, 
Tue ILLustraTeD MeEpiIcaL Journat Co, 





——$_<+o5———_—. 
FITS THE CASE, 


Smit, 
Street Car Adv ertising. 
Spokane, Wash’n, March 13, 1894. 
Editor of Printers’ Ink: 
Here is a little thing I am using in street 
railway advertising work : 





He who runs may rea’, 
He who rides MUST read. 








Cuas. Sipney SmitTH,. 
———___+o+ — 

A Sat Lake City shoe man has obtained 
the privilege of placing a button-hook in each 
room of the great hotel there. It is labeled: 
“We place this hook here for your conven- 
ience,’’ and then, of course, follows an adver- 
tisement of the firm. 


SS —— 

Tue Cocoa Co., of San Francisco, circulates 
an artistic leaflet. A representation of a 
cocoanut; on the cover appears the firm's 
name and the statement: ** The milk of the 
coccanut is always inside.” 
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STEIN. CLOTHIER 








I.—A MEAN TRICK, 








1l.—A MEAN TRICK.—7rut¢h. 





FRANK LESLIE. 

Frank Leslie, eldest son of the late Frank 
Leslie, the publisher, died on Monday even- 
ing, March roth, in ‘Manhattan Hospital, in 
New York. He was born in London wiiile his 


father was earning a modest income as an| REST 


artist forthe /ustrated Newsand the Pictor- 
tal Times, under the nom de plume of ‘‘Frank 
Leslie.” ‘The father’s name was Henry Car- | 
ter, and the son was so christened. The fam-| 
ily came to this country in 1848, the father | 
securing 
in Boston, and afterward on Barnum & Beach’s 
Ulustrated Senate: published in the old | 
Sun building in this city. In 1853 he became | 
a publisher on his own account, and was soon | 
the head of a large establishment at Elm and | 
Pearl streets. Even in London the ed 
had preferred to be called Frank Leslie, and 
his oldest son was always called Frank, his 
mothersays, In1860 Mr. Leslie, Sr., obtained 
a divorce, and had his name changed to Frank 

lie by act of Legislature. His son con- 
tinued to use the name all his life, although 
he was compelled to defend his right to it in 
the courts after his father’s death in 1880, 
‘The father had married a second time, and 
his widow, the present head of the Frank 
Leslie publications, was the other party to 
these suits. Frank Leslie, Jr., after his 
father’s death, combined with his brother 
Alfred in starting a rival publishing business, 
but they failed. The first Mrs. Leslie lived in 
Inw for oy. years, but is at present liv- 
ing at 1,289 Columbus avenue, this city, 
where her son lived with her until two days 
before his death. His last business venture 
was as an engraver at 18 West Fourteenth 
street. He was married and had one daugh- 
ter. His wife died a year ago. 

Lynn, Mass., Mar. 15, =. 

Editor of PRINTERS’ Ink: 

Not long ago I noticed the following in the 
window of a Salem druggist. The display 
was of nursing bottles, with complete fit- 
tings: 


Nartuan G. Buster, 
Mfg. Pharmacist, 311 Union st. 


Displayed Advertisements 
Must be handed in one week in advance. 


j UPERIOR Mochantent Engraving. Shove Elec- 
trotype Eng. Co.,7 New Chambers st., N. Y. 
PORTRAIT, 


Single col., ; 1.5 oF5 


CHICAGO PHOTO ENG. CO., 185 Madi 


RAPID ADDRESSING. | 

The only authentic Trade Lists, Envelo; and 
Wrappers ina hurry by machinery. 
Names guaranteed absolutely correct. For par- 
ticulars address F. D — AP, Prest., 314, 316 

roadway, New York City 
CHURCHES! HOSPITALS 
AND woeterieets 


in need of money can raise amount b 
moans, of our patent Coin M ling Card. 
Send for free sample and compre ensive 
planto ALVORD & CO., Detroit, Mich. 


100,000 CIRCULARS 


Send for Samples. 
$30.00. ih Piriast st iinon 
TRADE MARKS. 


Information and advice = relation to registra- 
tion free. % nsu ig = gt lities. Want circular! 
LASCOCK , Pat. “Att'y ~ Washington, D. C. 


THE CRYSTAL 
PAPER WEIGHT 
mm Advertising 
Clock. 
Write for prices. 
BAIRD 


CLOCK Co., 
Pigetebore, 








NHALF-TONE 




















“NO, MY BOY! | 
Said the teacher to a 
a : “ Suecess does 
not 


claims. 





GIVE THE LITTLE SUCKERS 
A CHANCE, 


TWENTY-FIVE CENTS. 








‘Iti is perhaps needless to say that the ad) 


* caught the town.” Respectfully 
N. G. Busier. 





—on 
poor {= now the pro- 
bducati aS Soal of 

jucation: ournal o' 
moderntimes.” An hon- a 
est peer —a rea- |W 
sonable rate : —20ec. 


r line. 
Whe American School 
Board Journal, 

New York City, 





Miwaukee, Wis. 
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French Advertise- 
Cire 


«|ADVERTISERS 


French 
a: oe 


lars, 
Frene 


BS FRENCH 
ADS. 


Arthur’s 
Peterson’s. 


F. E. MORRISON, Adv. Mgr., 
500 TEMPLE COURT, N. Y. 


DON’T SWEAR 
When you have to over- 
haul a Jot of papers, cir- 
culars, pamphlets, letter 
files, filling yourself with 
dust and the disturbed 
cockroaches with con- 
sternation, but buy an 

Acme Wire Partition Rack. 

The shelving is dustless, roach 

strong, handsome. 





$100 
PER PAGE 

for both 
Magazines. 








log 
—+ Fope “Rack Co., St. Louis, Mo. 
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desiring information as to the ways and 

means of opening up business in 
ENGLAND, SOUTH AFRICA, or 
AUSTRALIA, INDIA, 


are invited to communicate with 


C. MITCHELL & CO0., 


the well-known Advertising Contract- 
ors, through whom many of the largest 
American firms have been introduced 
to the English ard Colonial markets. 


Years’ Experience 


in placing the most extensive contracts 
in the above-named countries has re- 
sulted in the certainty of execution 
under all the most favorable conditions. 


50 


Cc. MITCHELL & CO. 
Compilers and Publishers s “Tue Newspa- 
PER Press Directrory”’ (49th year of issue): 
Proprietors of Lonpon “* Pane, ” a Journal 
for Advertisers, 
12 & 13 Red Lion Court, Fleet Street, 


LONDON, E. C. 





The Sacred Heart Review 


Or Boston. 


THe Great Reticious Weexty or New Enctano. 





THE NATIONAL TRIBUNE, 


WASHINGTON, D. C. 


The Favorite Fireside 
Weekly of the Nation. 


For more than ten years every issue 


of this paper has reached the homes of 
over 100,000 of the breadwinners of the 
Northern and Western States. 


It costs less and it pays better than | 
any other of the great family weekly 


newspapers of the United States. 
For prices and particulars 
ADDRESS, 
THE NATIONAL TRIBUNE, 
Washington, D.C. 
Or BYRON ANDREWS, 
Manager Branch Office, 
World Building, N. Y. City 








The comparativevalue ofthese twocards 
Is known to most persons. 


| They illustrate that greater quantity is 


Not always most to be desired. 


These cards express the beneficial qual- 
ity of 


Ripans eTabules 


As compared with any previously known 
DYSPEPSIA CURE. 


Ripans Tabules: Price, 50 cents a box, 
Of druggists, or by mail. 


. 
ove 


RIPANS CHEMICAL CO., 10 Spruce St., N.Y. 
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he first number of LIFE, issued Jan- 
uary 4, 1883, contained 6 columns 
of advertising and 11 individual adver- 
tisements. The number issued January 
4, 1894, contained 29 columns of ad- 
vertising and 56 individual advertise- 





“While there’s Life ments. 
there's Hope.” 
28 West 23d Street, N.Y. 
T. F. SYKES, 


Mgr. Advertising Department. 


FAST PRESS AT A BARGAIN. 


6-Col. Quarto Double-Feed Babcock ‘‘ DISPATCH’ Press (speed 2800 per hour), 
used slightly more than one year, 


TAKEN IN PART PAYMENT FOR ONE OF OUR 


“NEW MODEL” Web Perfecting Presses 


(Speed 9 to 12,000 4 or 8-Paged Papers per hour.) 
IN GOOD ORDER. SOLD CHEAP IF TAKEN AS IT STANDS AT ONCE. 


CAMPBELL PRINTING PRESS MFG. CO., 
334 DEARBORN STREET, CHICAGO. 160 WILLIAM STREET, NEW YORK. — 


RATES wat 


ADVANCE 
On May 1st to $1.75 per Line. 


Until the above date Orders will be 























Received at the following Rates per 
Line on Space of Over Four Lines: 


Gn Tearty Gree ..ccccccccccccccccccccccccccccees 
On Six Months’ Order .. ... 
On Three Months’ Order... 
Single Insertion .............. 


Over 350,000 Paid Circulation 


Guaranteed for Each Issue. 


S. H. MOORE & CO., New York, 








@® DODOEDADEODEODOD®ODEODOMDEODEOMDODEODOlD 
LOLS LOLOL LO LO LO LOLS LDLOLOLO LOL LOLS LO LOLOX. 


$ THE TOLEDO BLADE. ? 


® 

« 

@ THE DAILY EDITION has a larger circulation than all $ 
® , = : @ 
@ the other daily papers of Toledo combined. 2 
3 THE WEEKLY EDITION has a National circuation— @ 
> always above 100,000. e 
$ For advertising rates, address 4 
@ THE BLADE, TOLEDO, OHIO. ® 


DLDLDLDLTETDLDLTLTLSLTLS LOLS LSLOLALOMALOLEL~S 


La 
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7 LSA GRMN DK : 
VOLUME 6 N°6 (MN 66) . SUMED By 
pg accom) = APRIL 1894. THe qpene Te romse cOnceiae 
¢@” THE AMERICAN NEWSPAPER DIRECTORY FOR 1894, as well as eyery other 
recognized authority, gives COMFORT 


THE LARCEST CIRCULATION IN AMERICA. 
One Million two hundred and twenty-one thousand copies every issue. 
Facts and Figures under oath. 
That’s why, if you put it in Comrort it pays. 
Send for a copy and note the recent improvements which are adding over four thousand 
me = -up yearly (and 2 years’) subscribers per week even in these times of Ce 
of agents or of us. THE GANNETT & MorsE CONCERN, Publishers ComForT. 
ome. ‘Augusta, Me. Boston Office, John Hancock B’ld’g. New York Office, Tribune Bld’: . 


An Unpopular Newspaper. 


THE NEW YORK TIMES 


Unpopular with co- who feed upon fakes and unclean things, 
Unpopular with law breakers and law makers who are untrue to 
their trusts. 
7 —w people who have great heads with mighty little in 
them, but 


POPULAR ALWAYS 


As a Home Newspaper; for it is sooty all things, and thousands 
of Families daily pay tribute to its wort 
The yen a of its news has passed ine a proverb in the news- 
= ed world 

his world is Cneeaing Gotten, in spite of the fakir and the bomb- 
thrower, and among those who contribute to its betterment the 
circulation of The New York Times is steadily gaining. 


THE NEW YORK WEEKLY TIMES 


Is fully as unpopular as The Daily Times, and for the same reasons, 
but in its own field it is equally as good a newspaper. 

It breaks rules regularly—column rules, for instance—and it dis- 
plays ads and prints cuts without extra charge. rene ony | the valu- 
able advertising mediums of the day it is forging to the front.. 


SEND FOR OUR NEW SPECIMEN BOOK AND CARD RATES. 


PRINTING HOUSE SQUARE, » + NEW YORK CITY, N, ¥. 
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SS oI SIS Sa So SSS SSSI SSS SS SSS 


LAND! LAND!! 


Do you want 
IMMIGRATION ? 

If you desire a good class of 
EMIGRANTS, 

If you do not know how to get 
EMIGRATION, 

If you want to make up a 
COLONY, 

Write to 

‘THE EMIGRANT.” 


WHAT Is it is a German paper, established eight years. 
is a paper devoted entirely to emigration to 


The Emigrant? iis com. 


The circulation has reached the high-water mark of 42,000 
copies each issue. Eighteen thousand (18,000) of these papers 
are sent to subscribers in Germany, Switzerland, Austria and 
Bohemia. Most of them are farmers and emigration agents. 

We have over 12,000 emigration agents in Europe. 

Through the influence of THE EMIGRANT many thousand Ger- 
mans and Bohemians have settled in different parts of America. 


We have our own offices in the following cities in Europe: 
Hamburg, 6 Bahnhof-Strasse. 
Bremen, | Kaiser-Wilhelmsplatz. 
Leipsic, 14 Sophien-Strasse. 
Rotterdam, Maaskade, Nordereiland. 























American Offices : 
New York, 38 Broadway. 
Chicago, 811-813 Schiller Building. 


For further information address, 
THE EMIGRANT PUBLISHING Co., NEW YORK. 
Or 811-813 Schiller Building, Chicago. 


DER AUSWANDERER (The Emigrant) is one of the only 85 monthly papers in 
New York, N. Y., to which a guaranteed circulation rating is accorded in the 
new edition of the AMERICAN NEWSPAPER DirRecTOorRY for 1894. The correctness 
of the rating is guaranteed by a $100 forfeit, offered by the publishers of the Di- 
peer a | ov person who will show that the circulation of the paper is not cor- 
rectly stat 
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DVERTISERS who desire to reach the pros- 
aX perous homes in the Western States, and 
especially those situated in the Rocky Mountain 
region, find it impossible to do so without using 


the 


COLORADO WEEKLY SUN, 


DENVER, COLO. 
CIRCULATION GUARANTEED 25,804. 





Which has a larger circulation in the Ten States 
surrounding Colorado than any paper published 
or circulated in either. 

No other newspaper in the Rocky Mountain 
country claims one-fifth the circulation of the 
“Weekly Sun,” and it is well known that each 
issue of the “Sun” is fully four times larger than 
the combined weekly issues of the other three 


Denver papers—and the “Sun” does not count 





exchanges or deadheads, 





Rates only Ten Cents per agate line. 
No discount for time or space. Post-office re- 


ceipts furnished advertisers. 


For Space, address 


THOS. D. TAYLOR, 


MANAGER EASTERN OFFICE, 


TRIBUNE BUILDING, NEW YORK. 
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American 
Newspaper Directory 


—FOR— 


1594 


NOW IN PRESS. 
WILL BE ISSUED APRIL 30th. 


This work is the source of information on Statistics of News- 
papers in the United States and Canada. 

Advertisers, Advertising Agents, Editors, Politicians and the 
Departments of the Government rely upon its statements as the recognized authority. 


It gives a brief description of each place in which newspapers 
are published, stating name of county, population of place, etc., etc. 

It gives the names of all Newspapers and other Periodicals. 

It gives the Politics, Religion, Class or Characteristics. 

It gives the Days of Issue. 

It gives the Editor’s name. 

It gives the Publisher’s name. 

It gives the Size of the Paper. 

It gives the Subscription price. _ 

It gives the Date of Establishment. 

It gives the Circulation. 

It gives the names of all papers in each County. 

It contains a separate list of all papers rated in the body of 
the book with a circulation of over five thousand. 

It also contains many valuable tables and classifications. 


PRICE, FIVE DOLLARS. 


Geo. P. Rowell & Co., Publishers, 
10 Spruce St., New York. 











Address, 





CIRCULATION RATINGS. 


As the most oe portion of the information supplied by a mercantile agen 
m ; 


consists of a report of the financial strength of the person about whom information is asked, 
so is the circudation of a newspaper generally considered the point upon which information 
will be of most value to the advertiser. The greatest possible care is taken to make the 
Drrecrory reports correct. Every publisher is applied to systematically. All information is 
taken in a form which excludes any bvt definite statements ; while every effort is made to 
protect honest publishers against such as would resort to disingenuous reports to gain an 


unfair advantage. 
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Makes millions 
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‘ A. FRANK RICHARDSON. 
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I sell a Barrel of it (500 Pounds) for $20, 
CASH IN ADVANCE. 


Most printers whom I know pay $40 or $45 for the same quantity— 
quality not quite so good as mine. 
WHY DO THEY DO IT? 
THE REASON IS PLAIN! 
To buy of me for $20 they have to put up the cash. 
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Buying the same goods, or inferior, of others for $40 or 
$45 carries with it 4 or 6 months’ credit, and an un- 
derstood right to pay finally with a 60-day note, and 
possibly to have the note renewed once or twice. 
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Possibly this IDEA may make, not millions, but dozens, of 
printers think! I have already had 62 orders, and up to date 
only two complaints, and both of these came from printers who 
wanted me to send the goods on approval or C. O. D. I didn’t do 
‘ _ I got the money. There has been nO complaint about the 
n 

One man sent a remittance 10 cents short. I got the 10 cents, 
however, before he got the ink, and while I waited for the 10 cents he 
waited for the ink, and my bank account was enriched by his partial 
remittance. 

I don’t send any bills or keep any books, but I send the ink, and 
warrant it to be the best in the world—the best News Ink, mind you 
—not book or job. 
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500-pound Barrel at 4c., $2000 
250-pound Barrel at 444c., 11 25 WM. JOHNSTON, 
100-pound Keg at 5c., 5 00 ForEMAN Printers’ Ink, 
50-pound Keg at 5i<c., 275 
25-pound Keg at 6c., 150} 1° SPRUCE ST., NEW YORK- 
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‘Your Daughter's Collection 
fe, ve 


A PRINTERS’ INK 











Souvenir Spoon 


SOLID SILVER. 
GILDED BOWL. 


Mabe BY TIFFANY. 


Persons who wish a PRINTERS’ 
INK SOUVENIR SPOON may, by 
reading the advertisement printed be- 
low, learn’ how it may be procured. 





PBprens’ INK likes to see what sort of circu- 
ars people use who seek oe 

my If youare an advertiser and ge' 
ot of ‘sort Of literature, we want it! eTell 
your Ay &} save it for us! Send us every Satur- 
day ali that have soommelate? within a week. 
If what you send is a larger lot than we receive 
from any one else for the A we will send you 
a silver nm, and another and another, just as 
r than comes 
lease observe: Circu- 
or others who use them 


business circulars. 
PRINTE RS” INK, 1€ Spruce S8t., New 











THE FIRST SPOON was sent, January 13, to Messrs. Blackmer Bros. 
& Co., 41 Fast Indiana St., Chicago, Ill. THE SECOND, January 20, to 
the Bowker Fertilizer Co., 29 Beaver St., N. ¥. THE THIRD, January 27, 
and THE FOURTH as well, February 3, went to Mr. Frank R. Miller, 
43 Chatham St., Boston. THE FIFTH, February 10, to Mr. W. W. Bennett, 
Sec’y of the Air Brush Manufacturing Co., Rockford, Ill. THE SIXTH, 
February 17, to Standard Silver Ware Co., 38 Pearl St., Boston. THE 
SEVENTH, February 24, to Columbia Engraving Co., 32 Hawley St., Boston. 
THE EIGHTH, March 3, to Miss Irene Day, New Market, N. J. THE NINTH, 
March 10, to Miss Laura Place, Montclair, N. J. THE TENTH, March 17, 
to Frank L. Erskine, Brockton, Mass 
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1-N-G=_ing 
dvertising 


Advertising + Fs rience = 






































Experience 

means Time s time means money: 
Gain one, Save ihe other , by 
subseribing To Rit 

it contains the Dest ideas of 
the most successful adver- 
tisers;-boiled down exper- 
lence — 922067 YEAr Wiosprece St: 


New York. 
WW Brett Writer ond Designer 
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‘6 Silence 
Is the 
Wit of Fools” 


ADVER TISED MERIT goes ahead 
of modest worth; although there are 








times when silence ts golden there are also times 
when business men should speak. 

The best way to speak to the public is 
through the advertising columns of the best | 
newspapers, by which means a large and in- | 
telligent audience is immediately reached, and | 
will be impressed more or less favorably in | 

- proportion to the force and attractiveness of | 
the statement. Get some one to bring out the 
ideas which you have, design something which 
shall make your announcement distinctive, and F 
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give character to it and your business. 
We aid our customers by preparing ad- 
vertisements that sell goods, that are interest- 
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ing, artistic and magnetic. 





| CORRESPONDENCE SOLICITED. 
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IF YOU WISH TO ADVERTISE ANYTHING 
ANYWHERE AT ANY TIME, WRITE TO 


The Geo. P. Rowell Advertising Co., 


Newspaper and 


Magazine Advertising, 10 SPRUCE STREET, NEW YORK. 
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